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Week after Week e » » » season in and season out, the show windows of Lord 
& Taylor’s Fifth Avenue store attract crowds of the hurried, the sophisticated New 
Yorker. The Frink window illumination in this store, as in hundreds all over the country, 
continues to meet, both artistically and economically, every requirement imposed on 
it. For complete window illumination consult one of our experts. A card will bring him. 





Branches in Principal Cities 
235 Tenth Avenue New York 
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Handkerchief Stand 
No. 216-N 


A well balanced 
stand for effec- 
tive handkerchief 
display in win- 
dow, counter or 
showcase. 





Hosiery Stand 
No. 258-R 


Three side arms 
adjustable up or 
down on upright. 


CHICAGO 
204 W. Jackson Blvd. 


For Every ‘Requirement 










































Safety Locking Stand 
No. 278-Z/A 











An attractive, practical counter stand that 
permits easy examination of the merchan- 
dise and practically eliminates pilfering. 
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“a beanie Glove Stand oo oe 
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Six glove holders 
at graduated angles. 


Consult--- 


J. R. PALMENBERG’S SONS, Inc. 


1412 Broadway at 39th Street, New York 


SAN FRANCISCO 
11 First Street 


BOSTON 





Handkerchief Stand 


No. 216-U 


Four tiers of 3 
holders each are 
adjustable up or 
down upon the 
upright. 





Glove Stand 
No. 216-T 


Extensible stand 

with lower arms 

adjustable on up- 
right. 


26 Kingston Street 
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IN THIS ISSUE 


We witness the advent of Hal- 
lowe’en, Thanksgiving and Christ- 
mas, and so this issue of The 
DISPLAY WORLD is filled 
with ideas for displays suitable 
for these holidays. Window and 
interior decorations are given 
full play, while Russell Behmer, 
winner of the Esterbrook Pen 
card contest contributes a full 
page og ideas for the cardwriter. 
Special trims for clothing, shoe 
and hardware displays are in- 
cluded with the monthly topical 
stories on these subjects. For 
quick perusal of the number, the 
general subject-matter has been 
classified in the following order: 


DEPARTMENT STORES 

“Chicago Monthly Display Re- 
view” by J. Duncan Williams, 
page 12; “How Fall Style Shows 
Were Handled,” page 10; “Home 
—A Keynote for Thanksgiving,” 
by Robert B. Cox, page 18; “With 
the New York Displaymen,” by 
Coleman W. McCampbell, page 
22; “Another Aspect of the Use 
of Color,” by Dr. Hans Bode, 
page 26; “Staging a Style Show 
in the Window,” by J. L. Dexter, 
page 32; “A Tie-Up That Took 
the Town by Storm,” by Charles 
R. Rogers, page 40; “Naming 
Winners in ‘Peter Pan’ Contest,” 
page 50. 


CLOTHING 
“How I Handle Furnishing 
Windows,” by A. J. Ritter, page 
38 ; “Christmas in the Clothing 
Window,” page 60. P 
HARDWARE 
“Garbing Hardware for the 
Holidays,” page 44; “How Re- 


tailer Regards Dealer Helps,” by 
Carl V. Haecker, page 54. 


FURNITURE 
“Group and Room Furniture 
Dipslays,” page 20. 
SHOES 
“Breaking Away From Shoe 
Precedent,’ page 34. 
NATIONAL ADVERTISERS 


“Display as It Affects the Na- 
tional Advertiser,” page 47. 
CONVENTIONS—PAGEANTS 

“Open Booth Innovation Suc- 


cessful,” by Jack Stratton, page 
68; “Booth Equipment Was 
Standardized,” by Waldo T. Tup- 


“Staging the Bea- 


per, page 68; 
Bart P. 


trice Water Fete,” by 
Kleppinger, page 71. 
DISPLAY FRATERNITY 
“How the Alert Displayman 
ternal by Ben Allaun, page 
“Art's Relation to the Display 


Field,” by W. N. Mackey, page 
56: “Display Club Chronicles,” 
page 74, 
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For Windows or Interior 


No. C87—Material consists of red and silver 
star foliage made of fireproofed cloth, 8 silver 
flowers with vari-colored lights in center, 
producing beautiful brilliant effects. Length 
of garland, 8’ feet; depth of droopers, 21 
inches. Garland is wired and equipped with 
lights, cord and socket, ready for immediate 
use. Complete, each $10.00; doz., $115.00. 


Ge Botanical Decorating Co. 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street Chicago, Illinois 
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CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 


E. PAUL BEHLES, 
Department Store Architect, 
New York City. 


HAROLD L. BRAUDIS, 
Harry Katz, Inc., 
Oklahoma City. Portland, Oregon. 


A. W. COATES, a L. JONES, JR., 


. B. Mosby Co., 
W. W. Mertz Co., Rideual Ve. 


JEROME A. KOERBER, 


Strawbridge & Clothier, 
Philadelphia, Pa. 


ALLAN H. KAGEY, 
Mandel Bros., 
Chicago, 111. 


W. C. KIRBY, 
E. R. Squibb & Sons, 
New York City. 


M. F. HERSHEY, 
Stewart Dry Goods Co., 
Louisville, Ky. 

J. WALTER JOHNSON, 
Powers Furniture Co., 


Torrington, Conn. 


O. WALLACE DAVIS, 
H. Battermann’s, 
Brooklyn, N. Y. 


W. FRANK DODSON, 
Woolf Bros., 
Wichita, Kans. 


FRED A. GROSS, 
The Owl Drug Company, 
San Francisco, Calif. 
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JOHN R. PATTON, 
L. S. Ayres & Co., 
Indianapolis, Ind. 


GEO. E. PRUE, 
Jordan, Marsh & Co., 
. Boston, Mass. 


E. J. SHORT, 


Display Specialist, 
Danville, Va. 


C. M. SHRIDER. 
A. E. Starr Co., 
Zanesville, Ohio. 
R. V. WAYNE, 
Detroit Window Display 
Service, Detroit, Mich 
J. DUNCAN WILLIAMS, 
Display Adv. Specialist, 
Chicago, III. 


E. Q. WILSON, 
Lachman Bros., 
San Francisco, Calif. 


JOSEPH M. KRAUS, 
A. Stein & Company, 
Chicago, Ill. 


L. E. LINDSAY, 
People’s Gas Stores, Inc., 
Chicago, III. 

PAUL FRANCISCO LUPO, 


Paul F. Lupo & Associates, 
Los Angeles, Calif. 


BENJ. J. MARSHALL, 
Austin-Clark Display Service 
Chicago, IIl. 


A. MATZER, 
F. & R. Lazarus Co. 
Columbus, Ohio. 


NED MITCHELL, 
Louis K. Liggett Co., 
New York City. 


eee 





TOTO ZR TTT TSS TST 





I. A.D.M. Appointments Auspicious 


HE October issue of the I. A. D. M. bulle- 

tin, issued from the office of President 

William L. Stensgaard, is, in a_ sense, 

symbolic of the spirit. which animates the 

new administration. The International 

Association has for the past year been groping its way 

through a period of reconstruction, with its leaders 

divided on policy. A new assurance is discernible in 

the Bulletin—an indication that President Stensgaard 

has consolidated support behind his program of modern- 

ization, and that he faces the future with a plan of 

action that will secure the backing and approval of the 
majority of the membership. 

The list of committee appointments reveals drafting 
of a long list of active windowmen who have heretofore 
been known only as the live wires of local clubs. If 
they can bring to their new labors the spirit and the 
energy which has marked them in their clubs the ap- 
pointments will be undisguised benefits. Everett Quin- 
trell, as chairman of the membership committee, should 
prove a competent leader, demonstrating the same quali- 
ties which have made him a splendid executive for the 
Dayton, Ohio, Display Club. Dan Hines, as chairman 
of the publicity committee, becomes the head of a de- 
partment in which he “pinch hit” for several months 
during the close of the first Stensgaard administration. 
President Stensgaard personally heads the constitution 
committee, which is to revise the association’s basic 
laws. E. Dudley Pierce, who has served on constitu- 
tionl committees frequently in the past, is associated 
with him, and William Scharninghausen, a member of 
the executive committee for the Pacific coast region, is 
also a member. Al Butterworth, president of the Kan- 
sas City Club, and H. W. Weaver, president of the De- 
troit Association, should bring to the committee the 


benefits of their knowledge of the local club’s problems 
and requirements. 

Separation of the membership into departmentals, 
decided upon in the committee sessions at the last con- 
vention, has been accomplished with the appointment 
of five committees covering the most prominent divi- 
sions of the display field. The department store sec- 
tion is headed by H. H. Tarrasch, secretary of the St. 
Louis Club, and the clothing and shoe section is under 
Eugene S. Cowgill, secretary of the Birmingham Asso- 
ciation. Syl. C. Rieser, chairman of the display com- 
mittee of the American Gas Association, heads the 
public utility section, and Sol Fisher, of the Fisher Dis- 
play Service, Chicago, is chairman of the display ser- 
vice and dealer helps division. Local display club pro- 
motion is in charge of J. H. Everetts, a prominent mem- 
ber of the Davenport, Ia., Display Club. 

A long list of assistant educational directors situated 


' at strategic points will be used to supply speakers and 


demonstrators to organizations meeting throughout the 
United States that evidence interest in display. Among 
these men are some of the foremost windowmen of the 
country, and some whose selection can be justified only 
by association politics. It should be observed that these 
appointments were not made by the president, but are 
part of the patronage list of the educational director. 
A timely change in the publicity committee person- 
nel limits it to association membership and abolishes 
the custom of naming representatives of business pub- 
lications. These moves demonstrate an appreciation of 
I. A. D. M. needs which previous administrations 
lacked. Through the efforts of these committees, com- 
petently led, the association should expand its influence 
and quicken its spirit. Perhaps The American display 
movement is witnessing the beginning of a new day. 
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TO AVOID DISAPPOINTMENT--ORDER NOW! 


Lackner 1927 Line of Christmas Ready-to-Letter 
Show Cards, Cutouts and Price Tickets Make Big Hit 





Cutouts 





12x18 inches; four Five Wonderful Designs In Fours Colors on Full sheet; 20x26 
colors; 12-ply stock; Finest Grade Quality Stock inches; five colors; 
mat — insert; two PRICES 12-ply stock; pictorial 
new esigns; some- 2000 1000 +4500 ~=Ss(230—Sts«2100 50 25 frame; two designs. 
thing new. Lots Lots Lots Lots Lots Lots Lots 
H Price Price Price Price Price Price Price PRICES 
PRICES Each Each Each Each Each Each Each 
Price Tickets, 234x3%%. 34c 1c 1%4c 2c 2c 3c... Lots of 12. .75¢ Each 
Lots of 12 50c Each 32nd Sheets, Fanon on 2c i, 3c = SO ose Lots of 25..65c Each 
Lots of 25..40c Each agen ag vs ag —_ —— oo = i 8i4c Lots of 50..60c Each 
Lots of 50. .35c Each 1g eets, 7x11... 4c ac Sl¥c 2C 2c 8¥2c 10c 
Rete ef 200.200 Back Quarter Sheets, 11x14. 4%c 5c 6%4c 8c 9c 10c 12c ae 2: a ee 
titi Third Sheets, 9x19... 7c 8c 9c lle 15¢ 17¢  20¢ Lots of . 250. .45¢ Each 
ots of 250 .25c Each | Half Sheets, 14x22 BY4c 9%4c 10c 12%c 17c 19¢ 20¢ Lots of 500..40c Each 
Lots of 500 20c Each All Prices F. O. B. Cincinnati Lots of 1000. .30c Each 


SHOW CARDS 


| Cutouts 








See Four-Page Ad in Colors in The DISPLAY WORLD, September issue, or write at once 


for colored circular showing designs. 


Christmas delivery can be assured only if order is received without delay and subject to 
the capacity of our plant. All orders will be filled in the order of their receipt at factory. 


Lackner Printing Company 


Pioneer Manufacturers of Ready-to-Letter Christmas Show Cards 
LACKNER BLDG. 


21 W. PEARL ST. 


CINCINNATI, OHIO 














Ultra-Light Reflectors 


IN YOUR WINDOWS 


will furnish powerful illumination 
that will compel the attention of 
those passing by. 
PRICES 
REDUCED, TOO! 
150 Watt No. 20— 
$2.50 


Watt No. 25— 


$3.00 


You can afford to install SUN-RAY 
Reflectors—the last word in display 
lighting equipment. 
SUN-RAY Reflectors are built to pro- 
duce intense clear white, no-glare 
illumination permanently. They are 
made of aluminum—special silver satin 
reflective surface. 
WILL NOT CHIP, CRACK OR BREAK. 
Write for Particulars Now. 


Suw-rag 


Inc. 


Lighting Products 


119 Lafayette Street, New York 
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Wrought Iron 


DISPLAY FIXTURES 


Make Your Windows 
Reflect a Positive 
Appeal to Your 


Customers ! 


ap 


THE 


STEWART IRON WORKS CO. 


INCORPORATED 
Artistic Wrought Iron Division 


18th and Madison Ave., Covington, Ky. 
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When Gift Selling Is Not An Issue 


The Tradesmen and Utilities Not Actively Seeking Christmas 
Business Must Nevertheless Window Holiday Sentiments 


ACH year sees new industries and mercantile 
groups embrace display and vigorously seek 
to extract all the benefits possible from it. 
Quite naturally the holiday period brings its 
problems to them, and they are often hard put 
to shape suitable schemes for decoration. Not 

all contemplate resolving their goods into gift merchandise 
and engaging in the frenzied contest for the gift buyer’s 
dollar which has been a feature of recent yuletides. In 
many instances their objectives are simply to express a 
friendly greeting to their patrons and to remind them that 
they are keeping abreast of the times and seasons. 

Thus, when the Indiana Bell Telephone Company a year 
ago approached Christiias, their displayman prepared a spe- 
cial background portraying a wintry street scene in medieval 
times with Yuletide carolers singing to the accompaniment 
of stringed instruments, Masses of holly enclosed this pic- 
ture in a foliage framé, while the foreground was 
banked with piles of the green harbinger of Christ- 
mas. 

Who contributes more to the pleasure of the 
home at this time than the grocer, although his 
share in Yuletide sales is usually limited to the 
simple candies and nuts which are childhood’s de- 
light? Yet he must bring to his windows the spirit 
of the holidays, and the design must be plain, and 
easily installed. To aid him in this effort, the 
Beechnut Packing Co., under the guidance of its 
advertising department, last year evolved a trim 
which consisted of a mere border of Christmas bells 
and a crepe paper runner to be placed close to the 
pane. Behind this on the floor of the window the 
grocer could place wares of any type, but, with 
greatest ease, the showing of Beechnut jams and 
jellies suggested in the model trim. 

A well-known advertising manager some time 
ago commenting on attempts to convert utilitarian 
products into Christmas gifts frankly acknowledged 
that he had grave doubts for the personal safety 
of the man who would place an electric washing 
machine in holiday attire beside the Christmas tree 
as a present for Friend Wife. Stretching the spirit 
of Christmas to the utmost would hardly bring it 
within the range of appropriate gifts, and, when 
contrasted with a fur coat, it would be absolutely 
hopeless. 

There is a vast number of similar manufactures 
often sent out in holiday garb with the hope of 
sharing in the Christmas savings accumulated dur- 
ing the year. The automobile accessories manufac- 
turers have cashed in on the period with increasing 
efficiency each year, and the Christmas windows 
produced by their dealers have reached high stand- 
ards of beauty and attractiveness. Automobile 
dealers are following in their footsteps with cam- 
paigns for fitting their offerings to the dimensions 
of the Christmas tree through boxing of ignition 
keys. 

Clock manufacturers are launching a national 
campaign to stimulate holiday buying of their 
products and are enlisting the aid of their dealers 
in evolving distinctive advertising and display plans. 

Several carpet sweeper and vacuum cleaner or- 
ganizations make annual drives for holiday busi- 
ness, bidding for increased volume through window 
contests. 

But how much more difficult is the task of the 
manufacturer of machinery, of wind pumps or in- 
cubators? Must he sit idly by and twiddle his 








TRIMS FOR MISCELLANEOUS BUSINESS—Top, a “Good-Will 
Window Used by the Indiana Bell Telephone Co.; Center, Beechnut 
Packing Co. Trim for Dealers; Base, Fairbanks, Morse & Co. Model 


thumbs while the attention of the masses is focused upon the 
offerings of the department stores and specialty shops? 

The Fairbanks-Morse Co. does not think so. To its ad- 
vertising executives publicity is as vital in December as in 
June, and, while they do not entertain fond hopes of slipping 
any great number of their pumps or engines into Santa’s 
kit, they feel that their dealers should trim their windows 
in holiday colors and keep the name and purposes of their 
products before the public while Yuletide buying is in prog- 
ress. A specimen of the trims which they have fashioned is 
seen in an accompanying illustration revealing the holiday 
garb created for their home water systems. Yards of holly 
wrapping paper and ribbons have been used in bundling 
the tank, which is the largest item, and an end has been 
torn out of the package to enable a view of the set. Cotton 
batting, a special background paper, and sprigs of evergreen 

(Continued on page 77) 
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CHRISTMAS 
REMINDERS 
FROM 
YESTERYEAR 


“Ye Old Time Christ- 

mas”’—One of a Series 

of Displays by R. K. 

Henry, Efird’s, Charlotte, 
a w 





“Santa's Arrival”—Cre- 

ation of Morris Black, 

Strouss-Hirshberg Co., 
Youngstown, Ohio. 





“Vuletides of Yore’—A 
Historical Series Used 
Last Year by J. R. Pat- 
ton, L. S. Ayres Co., 
Indianapolis, Ind. 





“Christmas Morning’— 

Design by Morris Black, 

Strouss-Hirshberg Co., 
Youngstown, Ohio. 
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Christmas Comes But Once a Year 


But What a Task It Brings to the Display Manager—Harking Back 
to Last Year May Provide Him With Worthwhile Ideas 


TUDIOS and work rooms of displaymen all over 
the country are soon to be busy with the de- 
tails of preparation for the great Christmas 
merchandising drive which will be inaugurated 
immediately after Thanksgiving. Great as have 
been the exertions of ‘merchants in past years, 
the 1927 holiday period will see their former efforts sur- 
passed and every member of the store staffs will be expected 
to contribute his utmost to the success,of the campaign. 
The display organizations will, as usual, keep pace with 





_these requirements and dazzle the eyes of prospective gift 


buyers with holiday spectacles which present their wares 
alluringly. To accomplish this purpose, careful preparation 
is necessary. Sets for windows and interiors must be 
fashioned with grace and skill, and impressed with an aspect 
of beauty that does not conflict with the spirit of the holi- 
day. Garish decoration and gaudy cards are no longer 
passable. The public demands better productions, and is 
ruthless in its criticism of flimsy and ramshackle devices. 

Humanity’s recognition of childhood, and exaltation of 
parental love in the toy buying frenzy which usually marks 
the period, makes it necessary to place emphasis upon gifts 
for the child. But it is trite to say that toys constitute 
a small percentage of holiday business; this fact is too well 
known to require proof. So widespread has the quest for 
the gift buyers’ dollars become that scarcely a product of 
consequence can be found which does not assume a holiday 
dress. Certainly the apparel dealer and the jeweler have 
no fears of dullness in December; the stationer and book 
merchant feel no qualms, and, in a continually widening 
circle of dealers, the advent of Christmas is hailed as the 
supreme merchandising event of the year. 

All this means that displays must cover an ever-expand- 
ing group of products and that the displayman must be con- 
tinually racking his brain for new schemes that will enfold 
these goods with the mantle of Christmas. 

As an attraction motive for windows, huge moving toys 
have for several years enjoyed the favor of leading window- 
men. Sometimes these great lumbering beasts are marvels 
of mechanical skill, performing spectacular stunts that delight 
the child passer, and exerting almost as much appeal upon 
the grown-ups. Oftener they are simpler in construction and 
depend for interest upon the novelty of motion. In the ac- 
companying illustrations is an elephant which A. W. Coates, 
of the W. W. Mertz Co., Torrington, Conn., used success- 
fully during the 1926 holiday period. This huge brute wagged 
its head and moved its limbs, and proved a valuable asset 
in arresting the attention of Torrington children. 

Charles Frankovich, display manager for the Wolf & 
Dessauer Co., Fort Wayne, Ind., used a more pretentious 
setting for his leading holiday display. In a cage built of 
small wooden strips, painted to resemble steel, he showed 
an Italian street showman and a trained bear. The mechan- 
ical beast at intervals danced in a clever imitation of the 
live “bruin,” providing thrills for all spectators, regardless 
of age. Around the cage was grouped a splendid array of 
toys that gave an intimation of the scope of the store’s stocks. 

Willard A. Bergy, display manager for Schroder Bros. 
Co., Battle Creek, Mich., altered the usual scheme of “beast” 
display during the holiday season by showing a lion in a 
window fitted up as a cage. To add realism to the scene, 
a large bone was placed near the animal to create the illusion 
that he was feeding. Bergy proved his ability to grasp oppor- 
tunity for unusual sales promotion by staging a sensational 
Santa Claus parade, in which a special “Kriss Kringle” 
train was used. Obtaining the permission of the street car 
company to use its tracks, he loaded a couple of small flat 
cars with toys boxed in huge crates which showed consign- 
ment by the “Santa Claus Toy Factory, North Pole,” to the 
Schroder store. Borrowing a coughing little switch engine 


from a manufacturer, he had his strange train pulled down 
the main streets, finally stopping at the store, where a group 
of “elves” in holiday costume unloaded the cars and dressed 
the windows with the contents of the crates. 

Morris Black, display maanger for the Strouss-Hirsh- 
berg Co., Youngstown, Ohio, evolved a number of beautiful 
window creations for the 1926 celebrations, endowing them 
with all the grace and interest of legend and tradition. In 
a window made attractive by a wintry background scene 
showing wind-swept staircases leading to his frosty castle, 
Santa stood beside a crystal studded sleigh drawn by a white 
reindeer. The sleigh was: built of wallboard covered with 
a crystal glitter, its runners elaborately scrolled. 

Another compelling window with peculiar appeal to the 
parental heart was a visualization of Christmas morning 
with the tots joyously appraising their presents. In one 
corner, the little daughter is fondling a doll still partially 
swathed in its wrapping. Nearby on the floor, her brother, 
a tiny youngster, is breathlessly opening and inspecting his 
presents. Mother, on the opposite side of the room, smiles 
happily as she watches the little fellow’s antics, while father 
has his attention fixed on daughter. Manager Black was 
tireless in perfecting the detail of this display and the fidelity 
with which it portrays the supreme moment of the Amer- 
ican homes’ greatest holiday instances the genius of the 
Youngstown window executive. 

Interior display ideas have been worked up in as in- 
teresting a variety. Gotham stores excelled last year in the 
novelty and cleverness of their productions, but they had 
many rivals in the interior cities. 

All of the favorite tales and rhymes of childhood were 
pictorialized in the scheme of decoration effected by the 
R. H. Macy Co. Gold frames encased the bright posters in 
which the scenes were presented, and these appeared along 
the walls and-over the elevators. Lights hidden in the 
frames gave them life and glitter. 

Santa Claus was the center of attraction on a remote 
floor, where he made his quarters in an ice-clad grotto to 
which a steady stream of pilgrims came, guided by unique 
signs scattered throughout the store. One was borne by a 
group of four goose-stepping soldiers in the bright uniforms 
usually given the toy warrior.. Another portrayed an elephant 
with a bear as a passenger, while a third was a writhing 
serpent along whose spine traveled a rickety locomotive 
bearing toy passengers to the abode of the king of toyland. 

At Gimbel’s, Santa held forth in the middle of a long 
balcony, whose balustrade and stairs were bedecked with 
cut-outs of animals mounted on transparent backgrounds. 


- Over the counter where Christmas packages were handled 


was an elephant dressed in a clown costume and beating a 
drum, to whose rhythmic throb other animals danced. Wink- 
ing lights and lanterns, animal heads, and characters from 
Mother Goose rhymes were in evidence in other spots. 

The “Treasure Ship” provided an unusual means for toy 
exploitation at Abraham & Straus in Brooklyn. The stern, 
a cabin, and a deck, were visible above scenery waves. A 
furled sail above the upper deck and a pilot’s wheel were 
prominent in the foreground. while below decks a tier of 
cannon thrust their muzzles through portholes. 

At one side a gangplank ascended to the deck and chil- 
dren, who had purchased a check for a treasure box, followed 
this pathway to the cabin where the treasure chest was lo- 
cated. In this stronghold of the Christmas pirates, bedecked 
with cutlasses and pistols, and given atmosphere by scream- 
ing parrots, members of the swarthy crew guided the 
youngsters to the chest where each received a package. 

At Lord & Taylor’s, the night before Christmas was 
the featured theme, Santa making a trip at regular intervals 
to a roof in a scene depicting the housetops of a village. 
A deep blue sky background spangled with stars capped the 
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CHRISTMAS CARDS AND INSTRUCTIONS ON THEIR USE BY RUSSELL BEHMER 


“Colorful window cards are as essential at Christmas as the holly and wreaths we see everywhere,” says 
Mr. Behmer, who is display manager for the Ramsay Dry Goods Co., Joplin, Mo. “Therefore, it behooves the card 
man to make an extra effort at this time of year to produce cards that shout Christmas cheer. It isn’t necessary 
to paint each card with yards of holly. There are other methods and subjects just as suggestive of the season— 
a snow-covered house nestled among the pines, or wrea hs in gay colors or poinsettias can be adapted to many 
attractive designs and decorations. Don’t forget old Sana Claus himself as a Christmas card subject. 


“A good method to follow in order not to let the rush of rapid window changes during Christmas time trip 
you is to make a large number of cards in advance; that is, all complete excepting the lettering. This enables 
you to have attractive cards throughout the busiest season without taking a lot of time when time is precious.” 
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set, the twinkling lights casting a faint glow upon the snow- was in the merchandise itself. There was a group of large 
covered roois below. Transparent windows were illuminated Christmas wreath reliefs placed against the background 
and a clock in a church tower was also lighted. rather high in the window, leaves finished in gold, the berries 

At Wanamaker’s, Santa Claus was seated on a throne red and conventionally placed. Below were two candelabra. 


reached by a long tramp, decorated in ra- 
diating triangles of yellow and lavender set 
off by crystallic icicles. The throne ap- 
peared against a curtain of silver cloth. 

At McCreery’s, Santa was ensconced in 
a little house, open in front, with a fire 
blazing on the hearth in the back wall. Win- 
dows were curtained, pictures hung on the 
walls, and toys were scattered about. A 
white bear rug was draped over the seat 
of Santa’s chair. d 

Chicago display managers produced a 
series of strong windows for the holiday 
period. In the “Fair’s” toy window a track 
was laid around the entire window, and an 
electric train was kept going all of the 
time. Other displays featured silverware, 
toilet articles, handkerchiefs, handbags, nov- 
elty gloves, and travel kits. The end win- 
dow on State Street contained a radio goods 
display with four mechanics engaged in 
hooking up and testing a particular type oi 
radio receiver. Each man performed a dii- 
ferent detail of construction work, the fourth 
subjecting the completed set to scientific 
tests. The decoratives used were composed 
of holly garlands, draped from the upper 
corners of panel pictures set in the back- 
ground walls. Wreaths of the same ma- 
terial were shown in some of the end win- 
dows, while special set pieces of candelabra 
bearing three candles, backed by scroll 
plaques appeared elsewhere with silver foli- 
age and red berries as the relief. 

At Bedell’s, caen stone backgrounds were 
covered with red Chinese curtains flanked 
by red wreaths with silver poinsettias. Bou- 
quets of red poinsettias and ruscus clustered 
in red lacquered vases. and vases set on red 
lacquered pedestals, gave warmth to the 
displays. 

Carson, Pirie, Scott & Co.’s Christmas 
decoratives were very simple, yet effective. 
A large full wreath three and one-half or 
four feet in diameter was placed in the cen- 
ter of the window backgrounds. In some of 
the windows where there is a four-foot-wide 
arch door in the center, the wreath was hung 
from the top of the arch and flush with the 
top and both sides. In the other section of 
six windows where the two doors are near 
the ends of the wall, the wreath was hung 
flat against the background wall. The 
wreaths were made of green holly and were 
heavily trimmed with red and white berries 
in two different sizes. The men’s windows 
were trimmed in unit style and gift mer- 
chandise was enticingly and appealingly 
presented. 

At Mandels’ there was just enough deco- 
ration to give the Christmas atmosphere, 
and the attraction elements of the displays 
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NOVELTIES - IN TOY. DISPL AYS—Too, 
“Santa, the Aviator,” Designed by R. K. 
Henry, Efird’s, Charlotte, N. C.; Upper Cen- 
ter, “Telling Santa What They Want,” a 
Strong Selling Window Installed by A. A. 
Matzer, F. & R. Lazarus Co., Columbus, 
Ohio; Lower Center, Mechanical Elephant 
Attraction Used by A. W. Coates, W. W. 
Mertz Co., Torrington, Conn.; Base, Danc- 
ing Bear and Trainer as Shown by Charles 
L. Frankovich, Wolf & Dessauer Co., 
Fort Wayne, Ind. 
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How Fall Openings Were Handled 


Reports From Here and There Disclosing the Ingenuity and 
Artistic Effects Employed by Windowmen in Autumn Events 


TREETS garlanded with hundreds of strands of 
electric lights, and a “mile and a furlong of 
beautiful windows” greeted the opening of the 
second annual Fall Fashion Festival staged at 
Lexington, Ky., on September 27. At 7:30, the 
sirens screamed and whistles blew as the cur- 
tains. were dropped from the windows of the majority of 
Lexington business houses to mark the opening of the ex- 
hibition of fall styles and fashion. 

Altering the plan which was followed in the previous cele- 
bration, the committee in charge of the exposition arranged 














for award of ribbons for the best windows designed by 
stores in each of three groups comprised of large, medium 
and small fronts. A Lexington newspaper also offered two 
silver loving cups for the most beautiful and second most 
beautiful windows. Judging of the entries was conducted 
by John R. Weber, display manager for the Mabley & Carew 
Co., and Charles’ R. Rogers, editor of The DISPLAY 
WORLD, both of Cincinnati. Their findings gave the ribbon 
in the large frontage class to Purcell’s Department Store; 
in the medium class to the Keller Floral Co., and in the 
small class to the Nisley Shoe Shop. The awards were 

based upon an analysis of the win- 


—— dows, the determining factors be- 


ing their sales power, originality of 
design, cleanliness, arrangement, 
artistic qualities and lighting. Fifty 
per cent of their value was assigned 
to sales power and 10 per cent 
allotted to each of the other factors. 
In the awards it was found that 
the Purcell store received a per- 
centage of 85; the Denton, Ross, 
Todd Company, grading, second, 
with 77 per cent, and the Wolf- 
Wile Company, third, with 75 per 
cent. 

In the medium class the Keller 
Floral Co. won with a percentage 
of 88; the Fair Store was a close 
second with 86 per cent, and the 
Meyer-Hinkle Co. ran third with 
84 per cent. 

In the small front class the Nis- 
ley Store’s percentage was 85; the 
Honaker Floral Shop and Stan- 
sifer’s Bootery tied for second with 
80 per cent. 

Fifteen thousand people streamed 
through the downtown stores view- 
ing the exhibits prepared by the 
city’s displaymen and the interior 
displays and store events which 
had been arranged for the evening. 
As they passed from store to store 
they were greeted by orchestras, 
soloists, and various entertainment 
features. Flowers were distributed 
by the thousands and distinctively 
dressed models paraded the repre- 
sentation of Dame Fashion’s latest 
decrees. At the Kentucky Theatre, 
twenty-seven merchants joined in 
a lavish style show with forty liv- 
ing models showing the latest in 
men’s, women’s and children’s attire. 

The celebration was conducted 
under the direction of the retail 
committee of the Lexington Board 
of Commerce, headed by Herbert 
Chase. The window show was ar- 





EAST HAS NO MONOPOLY.— 
These pictures show that the east 
has no monopoly on modern art. 
At the top are two ultra-modernist 
displays by William Scharning- 
hausen, The Bon Marche, Seattle, 
Wash.; below is a conventional 
setting by Paul L. Wertz, Living- 
ston’s, Bloomington, III. 
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ranged under the direction of a special comm’ttee headed by 
A. E. Oram, of the Keller Floral Co. Both committees had 
the collaboration and assistance of Ed Wilder, secretary of the 
Board of Commerce. 

A special showing of furs and gems was arranged at the 
Ben Ali Theatre on the following day. A scenic artist from 
the east was brought to Lexington by the management of the 
Kentucky concern to prepare the settings for the show. A 
Spanish garden effect was produced with a castle flanking 
each wing of the stage, the background being in a cloud 
effect. Floral decorations for the stage were supplied by 
the Keller Floral Co. 


PORTLAND, ORE. 
Reported by Olave Ralph, Roberts Bros, 

When the Portland Display Men’s Club and the Retail 
Merchants’ Association plan the fall opening together, it is 
bound to be a success. The windows of Portland. Ore., re- 
flected this spirit of cooperation; not only were they beau- 
tiful to gaze upon, but the sales getting quality was there 
also. This quality can be appreciated more fully when you 
consider that about one-half of the 
members of the Portland Display 
Men’s Club are men who hold na- 
tional prizes. Their windows have 
gained a national reputation. There 
are: L. A. McMullen, who holds 
thirty prizes to his credit, and J. 
Walter Johnson, with a whole box 
full, but he is so modest I didn’t 
ask him the exact number. The 
“City Fathers” thought enough of 
his ability to ask him to superin- 
tend the furnishing of a suite of 
rooms occupied by Colonel Chas. 
A. Lindbergh during his stay in 
our city. Later, this set of furni- 
ture was displayed in the windows 
of Powers Furniture Co. and at- 
tracted a great deal of attention. 
To go on with the prize winners 
there are: J. E. Averill, A. O. 
Hewitt, Ted Horsfield, Bert Cul- 
tus, Herbert Lamb, and others too 
numerous to mention. Naturally 
we are very proud of our organiza- 
tion. 

L. A. McMullén’s windows were 
made attractive by the use of black 
Arabic arches as backgrounds. The 
floor was covered with black felt 
outlined with gold autumn leaves. 
A spray of gold autumn foliage 
ornamented the window in which 
nile green gowns ware displayed. 


Bert Cultus, of Bedell’s, used 
large oval screens of wrought iron 
scroll work with oblong art glass 
lamps in the center of each. These 
he designed himself and can well 
afford to be proud of them. Heavy 
bunches of grapes and foliage were 
grouped at the base of the screens. 
This formed a veary beautiful set- 
ting for the new fall merchandise 
in Bedell’s island windows. 





EAST AND WEST MEET.— 
Here are the winners from both 
coasts. The top shows Displayman 
Merrit’s maple sugar window for 
Sealy, Dresser & Co., Portland, 
Ore.; center is Russell Walbridge’s 
modernist trim for Liebe’s, Port- 
land, Ore.; the base is Anthony 
Ficeto’s prize winner in the Water- « 
bury (Conn.) Contest. 
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John Trimm, of Lipman, Woolf Co., had a very interest- 
ing drape of red velvet against a black background, and 
also an artistic corner window where real autumn leaves 
were falling and being gently blown away. 

I believe that Russell Walbridge, of Liebie’s, had the 
most interesting and spectacular windows in our city this 
fall. He is one of the younger members of our club and has 
only been trimming for four years. His work shows a great 
deal of forethought as to color and designs. In his corner 
window black curtains were hung as a background. The 
floor was covered with dark brown felt outlined with buff. 
The raised circle in the center was a peculiar shade of rose 
red placed on buff colored felt. Upon this circle stood a 
mannequin imported from Paris. She was 0. such tucuristic 
design as to be almost grotesque. Her body was the color 
of silver. Her hair was made of wire and she had but one 
eye. I am sure she was pigeon-toed, but the gown she wore 
was adorable. It was made of rose beige chiffon with lace 
jacket trimmed with fur. Surrounding the figure hand- 
painted georgette drapes hung from the ceiling. Suspended 


(Continued on page 67) 
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Chicago Monthly Display Review 


Marshall Field Fall Opening Displays Most Impressive in Years— 
Modernist Screens Swarm in Mandels'—Special Backs at Fair 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 

















ARSHALL FIELD & 
Co. held their fall 
opening somewhat 
later than usual this 
season in order to 
conjoin it with their 
seventy-fifth anniversary  celebra- 
tion. They were the last, therefore, 

of the State Street stores to hold 

their opening and formal display of 
autumn and winter fashions. 

The windows were closed for 
two weeks, a circumstance which, 
together with pre-opening news- 
paper advertising, worked up con- 
siderable interest and anticipation 
hereabouts. An entire new set of 
window curtains was installed. These 
were something in themselves to 
admire during the time the win- 
dows were curtained from public 
view and the extensive seasonal 
decorations were being installed. 

On the Saturday previous to the 
opening, an advertisement appeared 
in the daily papers announcing that 
the curtains would be raised 
promptly at 10:30 a. m. Monday. 

Long before the appointed time 
crowds waited the unveiling, and 
promptly at the stroke of half-past 
ten all the curtains began to rise 
at the same time. 

The interest was intense, and 
during the entire day and until late 
at night there were literally thous- 
ands of people milling around the 
block, studying, observing, admiring 
and exclaiming over the beauty o+% 
these wonderful displays. 

This series of windows, accord- 
ing to the unanimous opinion of 
those who ought to know, is one of 
the most impressive that Mr. Fraser 
has done for several years. He has 
achieved a splendid exhibition and 
one entirely fitting the seventy-fifth 
anniversary celebration of the 
world’s greatest store. 

The style interest in a Field 
opening is sufficient to entice every 
woman down town, for, naturally, 
a seasonal opening is based upon 
style appeal. Even if the passer’s 
interest had been confined to style, 
it would have been difficult not to 
have seen and appreciated the mar- 
velously wrought settings, so art- 
STATE STREET OPENING.— 
Top. a Stately Display Showing 
the New Background Fabrics Mr. 
Tannehill Is Using at Carson- 
Pirie-Scott’s; Center, Modernist 
Screens and Mirror Panels Used at 
Mandels by Mr. Kagey; Base, 


* Egyptian Period Settings Shown 


by Mr. Fraser at Field’s 
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fully designed and executed, that were in themselves styled 
for the purpose of displaying style. 

Words are quite inadequate for a clear and comprehensive 
description, because there was so much of color, of art, of 
balance and other elements that have been worked into a 
mosaic of perfection, that the windows had to be seen to be 
properly appreciated, and then seen again and again. 

The entire stretch of State Street windows was treated in 
the same general decurative style. These windows were in an 
Egyptian period decoration rich in colorings of blue, greens, 
purples, gold and black. Egyptian columns with richly carved 
trimmings, finished in colors of green, blue, black and gold, 
are flanked with flat covered background surfaces of a tapestry 
woven to Mr. Fraser’s specifications to go with this decoration. 
The floors are more colorful than any heretofore used, and 
consist of uniform squares or raised design in colors of green, 
blue, gold and black, harmonizing with the other decorations. 

Special furniture of extremely artistic lines fitting in with 
the period decorative motif appears everywhere. Incidentally, 
the basic settings will remain in place, in all probability, until 
Christmas, so out-of-town displaymen will have plenty of 
opportunity to get to Chicago in time to view them. 

The stretch of windows along Randolph Street are treated 
in a modernistic manner, and are worth seeing, although not 
as pretentious as the State Street displays. 

The large corner window at Randolph and Wabash shows 
a furniture and interior decoration that is different from any- 
thing that has appeared there heretofore. The Wabash Avenue 
windows, always accorded the display of ultra-interior decora- 
tions and furniture styles, have been done over in entirely new 
effects. There is a modernist bedroom display that is attract- 
ing an unusual amount of attention. Along the Washington 
Street windows near State Street is a section of three windows 
devoted to displays of perfumes, in decorative show cases 
especially designed and harmonizing with the background 
treatment. Other perfumes are displayed in wall shelves cor- 
responding to the show cases. 

A millinery display next to the corner window at Washing- 
ton and State Streets shows five hats on specially modeled 
faces, very realistic in feature and complexion. The lower 
parts of the stands are of artistic design and proportions, 
ornamental bases, finished in black, the finish contrasting nicely 
with the flesh tints of the faces and necks. This window, too, 
is attracting unusual attention from women. 

Stevens.—The fall opening display at Chas. A. Stevens’ was 
without any ostentatious effect at decoration. The tall wrought 
metal stands supporting urns filled with natural and artificial 
flowers symbolizing autumn were placed at vantage points in 
either end of the large island window, and another in each 
corner of the rear vestibule windows. The balance of the 
opening displays consisted of lovely costumes making style 
and color the outstanding features of the window displays. 
Quite a section of the vestibule window at the left of the 
entrance was devoted to ensembles of beautiful boudoir things 
in single color effects. Novelties and other small wares for 
wemen were displayed in the space at the right of the entrance. 

Mandel’s—Mandel’s windows have always featured special 
decorative backgrounds at their seasonal openings, and this 
season is no exception. Mr. Kagey has an unusual and quite 
different background treatment from anything previously 
shown here. There are a set of screen panels of maple fin- 
ished in walnut over which figures of circus horses and bare- 
back riders are intermingled with broad lines of decorative 
designs done in black and gold. The other figures and some 
of the scroll designs are done in sienna shades. The detail 
of the art designs and the figures is particularly clear—almost 
too much so. Each window has two sets of these screen 
panels, which are placed so they cut off the corner spaces, 
zig-zagging from the front end near the glass back to the back- 
ground. A mirror panel about five or six feet wide is used 
in the center background. In front of this, on a two-step 
terrace of imitation marble, is a black pilaster about six feet 
high, surmounted with a statuette figure in silver. The white 
and gray marble floor blocks installed several years ago are 
used in these windows. Relieving the jagged tops of the screen 
panels is a tan brocade drapery with heavy fringe draped from 
the ceiling down and across the center of the background. 

Three figures are posed in each of the windows showing 
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costumes for different occasions, each window being an en- 
semble of the same color, or different colors for the same 
occasion. 

In one of the Mandel windows two of the new Parisian 
moving wax models are used to display evening costumes, the 
life-life action and movements of the figures attracting a great 
deal of extra attention. 

Carson, Pirie, Scott & Co—At Carson, Pirie, Scott & Co.’s 
there has been no effort whatever made in the direction of 
extraneous background treatment, but the flat covered monk’s 
cloth hkackgrounds which were so effectively used for a num- 
ber of years have been supplanted by beautiful tan brocade 
curtains hung from the top of the background cornice, so that 
the fabric falls in natural folds. 

With these as regular backgrounds, augmented occasionally 
by the use of a rich painting from the art department, or 
perhaps an appropriate table or chair, a lamp, vase or some 
other-article of similar nature, simple and effective displays of 
stylish merchandise are shown with telling effect. : 

The most interesting element about Mr. Tannehill’s window 
displays is the merchandise. Furniture, pictures and decora- 
tive ornaments—all are for sale in the store, and he uses 
spleadid taste in their selection and grouping. 

The Fair—The Fair had its autumn opening somewhat 
earlier than the other stores. Special background treatments 
were installed that were both different from and similar to 
previous Richter productions. At the present time the win- 
dows are all being used for the display of merchandise fea- 
tured in the store’s anniversary sale. 

New Men's Stores—There are more new men’s shops and 
new backgrounds in old and established shops right now than 
has been the case in any other period of a year or two before. 
Many of these have been placed in the last three months. 

For instance, there is the new Boynton’s Shop for Men on 
Jackson Boulevard near Michigan, with its antique oak back- 
ground and heavy valances of the same material. The trims 
made in these windows are strictly “ensemble” and units. 

Carson, Pirie, Scott & Co. have a new men’s store with 
quite a stretch of new windows paneled in antique wood effect 
and antique wood fixtures. 

Mandel Brothers have installed entire new backgrounds 
and floors in their men’s store windows along Wabash Avenue. 
The backgrounds are in two tones of walnut, natural finish. 

Baskin has a beautiful new store on South State Street 
with beautiful American walnut window backgrounds and an 
especially high-grade type of display work. They have also 
replaced the old white painted backgrounds of their Clark 
and Washington Street store with American walnut paneling. 
The-trims here exhibit the same craftmanship as those of the 
State Street store. 

Finchley’s new place on Jackson Boulevard near State will 
soon be open, and everyone expects to see something superla- 
tive in exclusive displays. 

Capper & Capper have opened a new store on La Salle 
Street, in the financial district, which is also worth seeing. 
There are four splendid windows in this shop, and they are 
equipped with the concave plate glass panes to avoid daylight 
reflections, resembling those in use at Wolff Bros.’ branches 
at Kansas City and St. Louis. 

Then, of course, there are the windows of the old stand- 
bys, Marshall Field’s store for men, Maurice L. Rothschild, 
The Hub’s three stores, with a fourth soon to be opened. 

Out-of-town men’s wear displaymen can very profitably 
spend a week or two in Chicago this fall just looking at the 
windows and picking up good ideas from the interior displays 
and fittings. 

‘More than likely the improvements made in the newly 
opened stores and in some of the older ones will inspire similar 
efforts on the part of many other shops, several of which 
should have done so long ago. 





BOYD LINKS UP WITH LANDERS ORGANIZATION 


Charles T. Boyd, veteran displayman and fixture sales- 
man, has joined the Bert A. Landers, Inc., sales force and 
will represent this organization at Seattle, according to an 
announcement just issued by the Los Angeles office of the 
concern. 
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W.D.A.A. Meet is Clinic on Displays 


Hear Agency Scribe’s Admission That Copywriters Caw’t Turn Out 
Displays Without Counsel—Retailers’ Views Expressed 


RANK admission of the advertising 
agency’s inability to create successful 
display material without the aid of dis- 
play counsel was the outstanding devel- 
opment of the opening sessions of the 

Window Display Advertising Association, which opened 
at the Hotel Pennsylvania, New York City, October 4. 

This startling declaration by Laurence G. Meads, 
of the Blackman Co., New York agency, coming during 
an address on ‘““What the Advertising Agency Can Do 
to Make Displays More Effective,” provoked a 
lengthy discussion of the proper mode of display 
preparation and revealed the satisfaction of the 
lithographers with the agency man’s discovery. 

The speech easily overshadowed all other develop- 
ments of the first day, which included adoption of a 
plan for reincorporation of the W. D. A. A. as a New 
York society, election of new officers and directors 
and launching of a drive to collect $10,000 as a sus- 
taining fund through contributions from lithographer 
and national advertiser members. 

Delegates filtered in slowly at the morning session, 
which opened in the Roof Garden of the Hotel Penn- 
sylvania at eleven o’clock. The hour that remained 
until the noon adjournment was consumed in the 
presidential address by Lee H. Bristol, and a discus- 
sion of the feasibility of conducting a campaign for 
enlistment of a group of retailer members. Carl Bal- 
comb, Davenport, Iowa, was announced as a fraternal 
delegate from the International Association of Dis- 
play Men. 

At the afternoon meeting, Mr. Meads was the 
principal speaker, electrifying his hearers time after 
time with his discussion of changing conditions in 
national advertising. 

Using a chart to illustrate how consumer atten- 
tion could be won by magazine and newspaper ad- 
vertising, on the one hand; and by window display, on 
the other, he revealed diminishing productiveness of 
the publication media in a fashion that surprised even 
the most biased advocates of display. 

Stamping feverish efforts of the agencies to evolve 
unusual layouts as an indication of the advertiser’s 
growing dissatisfaction with returns on his invest- 
ment, he declared that magazines and newspapers 
were both losing hold upon their readers. “Less 
reading” was the cause designated for this phenome- 
non, which he asserted was an aftermath of a twenty- 
fold increase in the number of automobiles in the 
last thirteen years, installation of over six million 
radios, and increase of movie attendance per week 
from 55,000,000 to 90,000,000 in the past five years. 
The number of women’s club members had increased 
76 per cent during the last decade, he asserted. “You 
can’t read advertising and at the same time ride in 
your auto, tune in on your radio or go to the movies” 


was his conclusion. “Nor can the ‘missus’ read the 
ads while she is dealing cards at her bridge club.” 

A feature of the problems of the agency, he said, 
was the fact that in the face of slumping interest in 
the printed media, advertising lineage in magazines 
had risen to six times its volume ten years ago, while 
newspaper lineage had doubled. “The agencies begin 
to see that use of the same old tools in a field of de- 
clining productiveness can’t go on forever,” he as- 
serted. “We have been using infantry tactics too long. 
We have all been so well trained in the use of the 
bayonet, the thrust, and the parries, that we have 
reached a stalemate. If we intend to crash through 
the line, we must try a different kind of weapon.” 
The agency had ignored displays for a long time until 
the client had been so shocked by waste in their use 
that it had to consider them to mollify him. Not 
only had there been wastes in distribution, but sales 
possibilities had been cut down by use of displays 
with mere reminder values that should have earned 
selling messages. He cited one advertiser who had 
made his displays more effective by a slight change 
inspired by an agency and still effected a saving of 
$100,000. 

“The agency can’t dodge the issue any longer,” 
he declared. “We can’t take the position that we are 
specialists in copy and ignore display. To do so estab- 
lishes our adherence to the adage that, ‘The specialist 


is a man who knows more and more about less and 


less.’ Neither can we turn over the job to Tom 
Brown, who has a little time to spare from copy 
writing. The copy writer is acquainted with a two 
dimension job. To the added feature of depth we 
must also add the sales-producing element of mer- 
chandising which brings the consumer into the store. 
This is a task with which the copy writer is not 
familiar. We can not give preference to media. We 
must use that which gets us the best results, and 
the agency that successfully tackles displays must 
obtain display specialists.” 

Reports of the association officers reviewed ac- 
complishments of the year involving a series of 
group meetings in the larger cities, publication of an 
instructive bulletin, and staging of “Window Week.” 
Growing appreciation of the value of the society in 
supplying information was revealed by Managing 
Director C. C. Agate, who showed that 24 per cent 
of requests for aid had come from national adver- 
tisers and 37 per cent from advertising agency 
members. 

The convention went into informal session at the 
conclusion of the reports to pave the way for reor- 
ganization under New York laws. Lee H. Bristol, 
retiring president, was chosen to succeed himself and 
William B. Benton and C. G. Munro were named re- 
spectively as vice-president and secretary-treasurer, 
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A body of fifteen directors empowered to revise the con- 
stitution to conform to New York statutes was elected, the 
members being: Paul D. West, advertising manager, Na- 
tional Carbon Co.; William Resor; Joseph Kraus, advertis- 
ing manager, A. Stein & Co., Chicago; P. W. Murphy, Fuller 
& Smith, advertising agency, Cleveland, Ohio; F. L. Wertz, 
of F. L. Wertz, New York City; W. C. Kirby, E. R. Squibbs 
Co., New York City; Mr. Pearce; Mr. Geisinger; Leo Kap- 
- lan, Displaywell Service, New York City; Stuart Powers; 
R. V. Wayne, Detroit Display Service, Detroit, Mich.; Sol 
Fisher, Fisher Display Service, Chicago, Ill.; C. T. Fair- 
banks, Edwards & Deutsch Litho. Co., Chicago, Ill.; Walter 
Hardy; Frank Seaman, United States Lithograph & Printing 
Co., New York City. ° 

The annual banquet was a feature of the evening, draw- 
ing attendance of the bulk of delegates who heard Jerry 
McQuade, editor of “Drug Topics,” in a piquant address, and 
George S. Fowler, of the J. Walter Thompson Co., advertis- 
ing agents. “Scotty Murdison,” of the Murdison Co., Chi- 
cago, also entertained the diners with characteristic Murdi- 
sonian “Scotch” quips. 

Wednesday Morning Session 

Sessions of installation men, buyers of lithography and 
producers were scheduled for Wednesday morning, and two 
interesting departmentals resulted. The buyers, under the 
leadership of William C. Kirby, display manager for the 
E. R. Squibb Co., considered means for securing sound in- 
stallations, showing of seven days or more, checkups and 
installations without free goods. While no action was 
recommended, the participants drew upon personal ex- 
periences for illuminating examples of cases in point. Lack 
of ethics among installation men resulting in pulling of dis- 
plays recently placed, sharp practices in handling, and dis- 
tribution of free goods were considered. The display services 
came in for harsh criticism. 

One speaker told how free goods were distributed directly 
by the advertiser several days after placement of the display 
as a means of insuring adequate showings. Another told how 
high-class panels had won 225 outlets out of a total of 250 
possibilities and how cheaper displays later “fell down.” He 
was particularly emphatic that their success was gained with- 
out free goods simply because of the excellence of the display. 

The installers exhibited a desire to cooperate with the 
advertisers through the W. D. A. A. by recommending a 
standard marking on the backs of all displays, showing date 
of placement and declaring that the window was reserved for 
seven days. Plans to insure observance of this rule was sug- 
gested, calling for the manufacturers’ cooperation and W. D. 
A. A. action to influence non-member installers. 

Elsie Rushmore, of the Erwin-Wasey Co. staff, presented 
an analysis of women’s reactions to New York grocery dis- 
plays and the character of display material found in a survey 
which she had conducted. 

At the noon luncheon, F. J. Nichols, merchandising coun- 
sel, Dayton, Ohio, painted a gloomy picture of American busi- 
ness. Multiplication of retailers, lack of knowledge of busi- 
ness fundamentals, consuming overheads and a frantic pur- 
suit of “volume” were presented as the chief ailnients of 
present-day distribution methods. Nothing but remorseless 
concentration upon the task of abolishing wastes could stave 
off government entry into business, he declared, illustrating 
his points with a chart. 

Wednesday Afternoon Session 

A discussion of means of installation occupied the major 
portion of the afternoon session with W. E. Underwood, ad- 
vertising manager of the National Lamp Works, of the Gen- 
eral Electric Co., Cleveland, as the first speaker. 

Outlining his company’s plan for distribution of display 
material by mail, Underwood detailed how they had changed 
over from free material to supply upon a fee basis. Assert- 
ing that the “proof of the pudding” lay in results, he showed 
that while but 45 per cent of their free material was used, 
90 per cent now got into the windows. “It took nerve to build 
up paid circulation,” he declared, “but jobbers who at first 
opposed the scheme have now come into line and are enthu- 
siastic backers.” Better material was now offered and was 
being pushed energetically in direct mail campaigns. About 
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five thousand dealers had been induced to pay five dollars a 
year for the service and it was hoped to push this total up 
to 7,500 or 8,000, the maximum number to whom the company 
could afford to offer the service at the stipulated rate. 

Little difficulty was encountered in obtaining renewals, he 
asserted, because experience had proved that the displays 
increased sales an average of 25 per cent. Displays were be- 
ing produced almost a year ahead, were kept to schedule, 
and had been able to avoid obsolescence. The dealer’s view 
was being cansidered constantly, crepe paper was being fur- 
nished with the trims and photographs of the display as set 
up in a dummy window were always furnished. A jury, con- 
sisting of the advertising manager, display manager and art 
director, always passed upon the “roughouts” of the displays 
to insure that art, dealers’ views and sales pull would be 
skillfully combined. 

He laid stress on necessity for careful attention to detail, 
and ontlined methods for insuring adequate showings. 
Gummed posters for streamers he cited as a necessity; cut- 
outs likely to crush easily were avoided purposely. If dealers 
complained about non-receipt of displays, others were sent by 
registered mail, or, if cut-outs, by express. The dealer’s re- 
ceipt for the original package was then used to convince 
him that his own organization was faulty. 

As a test of the plan’s efficiency he pointed out that in 
the last annual sales contest staged in April, with displays 
serving as the hub of their efforts, National Lamp dealers 
had piled up an increase of 121 per cent over the preceding 
month. As April is normally a poorer business month in the 
lamp trade than March, the potency of the display material, 
coupled with intelligent use, and the support of strong sell- 
ing effort by the dealers could not be doubted. 

Summarizing, Underwood declared that he would rather 
have a thousand dealers well served than ten thousand ac- 
corded a slipshod service. 


Installation by Salesmen 


One of the most pleasing addresses of the convention, 
both from the standpoint of the information it conveyed and 
the manner of delivery, followed when W. J. Frankston, man- 
ager of sales promotion for the Bloch Bros. Tobacco Co., 
Wheeling, W. Va., spoke on installation by salesmen. In 
polished and sonorous phrases he outlined methods used by 
his company to place 70,000 “trims” per year without the ex- 
penditure of a cent for window space or free goods. 

“Altruistic displays” had been chosen as the andidote for 
the “free goods evil,” he declared, and launched into a series 
of illustrations of the service rendered Bloch dealers in help- 
ing them move their slowest moving merchandise. By main- 
taining direct contact with the dealer and promising “Mr. 
Gimme” to sell his “shelf warmers” or “not molest him 
again,” they had been able to obtain singular freedom in 
experimenting, as well as assurance that displays would be 
of satisfactory duration. 

He cited a dealer at South Bend, Ind., who wanted to 
move a supply of fishing poles and who was able to sell all 
but two of his stock through the window that the Bloch sales 
promotion man trimmed. Another instance was the sale of 
the entire stock of baking dishes of a Huntington (W. Va.) 
tradesman, the first day after the trim was placed. At Paris, 
Ill., an ordinary Bloch display, placed before the opening 
of a window contest, ran second in the competition. 

Salvaging, a difficult task under most plans of installa- 
tion, was relatively easy under the scheme which they fol- 
lowed, he asserted. Display material used in big cities could 
be switched to small towns. Experiments and tests could be 
handled simultaneously in several sections, enabling the sales 
organization to assure itself against conclusions based upon 
regional developments. An illustration of this faculty was 
their experiment with color lighting tried several years ago 
when the speaker became enthusiastic over effects demon- 
strated at the Cleveland W. D. A. A. convention. On his 
return he obtained a few portable lighting units and color 
caps to harmonize with the color of the lithographs. The 
dealers chosen for the test were enthusiastic until their next 
lighting bills came in showing an average increase of three 
dollars. “And what a ‘holler’ this caused,” he exclaimed. 
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The third contribution to the discussion of display 
methods was Walter S. Jenkins, display manager for Col- 
gate and Co., Jersey City. At the outset he made it plain 
that his field was restricted to his company’s drug line, which 
is distributed through twenty-two branches, each under the 
supervision of a territorial manager. 

Installation by Crews 

Each manager hires his own crews, the number of his 
men being dictated by the region’s requirements. When the 
sales organization planned to quicken sales in any of these 
units, the manager receives his instructions and picks the 
districts to be worked and frames a schedule. 

The manager knows his sales volume and his accounts 
and has a month before arrival of special crews to arrange 
for them. Meanwhile, his salesmen book windows and gather 
supplies of displays, crepe paper and tacks. A vacant store 
or a hotel sample room is converted into a depot and surplus 
goods are stored there. Each day the crew takes out exactly 
what it needs; there is no “dog earing” or spoilage of ma- 
terial through jostling about in crew autcs. 

This is the method followed when working in the smaller 
cities, while in the larger cities operations are somewhat 
simplified. In all cases daily reports are filed by the crew 
leaders, and quarterly reports by the manager. 

Fifty per cent of display material is distributed in this 
way and the remainder is sent out to dealers who request it. 
The managers receive sheets of illustrations showing the 
types of displays available and a “don’t” list that cautions 
them to ‘follow through” with all of the material essential 
to successful campaigns. Counter displays must go along 
with window material; displays must be ordered by name as 
well as by number. 

Installations by Display Services 

An eloquent appeal for use of the display service was 
voiced by John M. Van Horson, of Johnson & Johnson, Inc., 
New Brunswick, N. J., who concluded the session. Calling 
for the use of common sense in handling display, he declared 
that too many advertisers regarded the window medium as 
a “baffling magic”; too many regarded it simply as another 
instrument for advertising. 

No display according to his view was really worthwhile 
unless it produced sales. “Our salesmen’s one theme in 
booking windows is profit for the dealer,’ he said. “We 
do not use free goods. Window display is an important 
factor of our sales effort and its value can be measured in 
winning distribution outlets. We tested it in Columbus, 
Ohio, where our men made their plea to the dealer without 
a reference to our supporting advertising. Promising this 
aid and displays in other cities had given us nine orders out 
of ten possibilities. In Columbus emphasis on display and 
silence on advertising brought an equal ratio of orders.” 

In meeting the “free goods issue,” the requisite had been, 
“How can I help you move the goods on your shelves? I 
want to tell you about our window display.” He showed how 
enthusiastic support of the material and stressing of its 
pulling power had melted the resistance of a “hard boiled” 
dealer who had always demanded “free goods.” When the 
sales talk had been concluded the merchant demanded, “How 
much do I have to buy to get the display?” Although told 
there were no set requirements he bought a gross. 

Van Horson declared that use of the installation service 
guaranteed better showings. It relieved the advertiser of 
worry as to what the merchant would do with his material, 
it enabled him to free his salesmen of the burden of placing 
them. Real salesmen were too valuable to be saddled with 
this task. 

To reject the display service because of the occasional 
poor organization was as foolish as to “fire” all the sales- 
men because a few of them couldn't “deliver.” 

It was advisable to pick the installer carefully, rating him 
by his standing with the trade and his recommendations 
from other advertisers. “Pay him enough to insure a decent 
job. Set standards and stick to them. Photograph model 
displays and insist on faithful reproduction by the ‘trimmer.’ 
Develop an ‘esprit de corps’ among the installers; make them 
feel interest in your product and your interest in them. Re- 
member the merchant judges you by your salesmen and 
displaymen.” 
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Thursday Morning 

The Thursday morning session was converted into a clinic 
on. displays entered into by representatives of the drug, hard- 
ware and grocery field. T. Bruce Furnival, of Putnam & 
Furnival, Syracuse, N. Y., outlining the druggist reaction 
toward current material, denounced the “pretty girl’ type 
and urged a selling message. He insisted that a few panels 
and cards did not meet the issue; packages of the item 
should be shown—not a handful, but enough to indicate ex- 
tensive stocks. 

He estimated that but 40 per cent of the displays received 
were used, primarily because too many were mailed without 
request, arriving at inopportune times, or too small stocks 
were carried to justify use of the ,material. 

He favored tieup with local advertising and counter dis- 
plays, asserting that the connecting links in the chain could 
not be broken until the sale was made. 

Display service installation was favored by the average 
druggist, he said, because the dealer had neither time nor 
skill to build good windows. 

While manufacturers’ crews often produced pleasing win- 
dows, their work lacked the individuality that the store most 
needed. Installers should endeavor to interpret the dealers’ 
ideas and ideals. Price was seldom emphasized in the win- 
dow message, but should be given prominence. 

He deplored the fact that beautiful sets prepared for 
Christmas and other holidays were often so damaged in the 
mails that they were useless. “Why can they not be packed 
more substantially?” he asked. 

The dealers’ interest in the sale of well-established ar- 
ticles should be genuine compensation for use of the win- 
dow. But when space was given to new articles difficult 
to sell, compensation was reasonable, whether in cash, by 
discount, or in “free goods.” 

Salesmen should take time to bring salient features of 
the product to the attention of the dealers’ clerks, so that 
they would have telling sales arguments for their customers. 

How not to introduce displays was illustrated in the 
sketch of one organization he drew. This companys’ sales- 
man proposed to give a Santa Claus figure with a large sized 
order and this was used as an incentive to larger purchases. 
“You are not selling goods, you’re selling Santa Claus,” the 
buyer told him, according to Mr. Furnival. “We can buy 
our own figures anywhere we want to.” 

He advised against sending out displays indiscriminately, 
and urged construction of better material to be sent out 
only on request by the druggist. 

He was followed by Carl V. Haecker, sales promotion 
manager for the Frank Burke Hardware Co., Waukegan, 
Ill. Haecker analyzed the hardware man’s requirements and 
enumerated the essentials of successful display. 

He then produced a group of representative displays, 
placed them in a dummy window, and dissected their sales 
qualities. A cartoon depicting animals in fantastic form 
drew a bombardment because of its mutilation of the beasts’ 
appearance. “Whoever saw animals that looked like them?” 
he exclaimed. “Would they rouse a hunter’s desire for guns 
and ammunition? Not so you can notice it.” 

Facilities for installation received his attention. The fact 
that one beautifully executed three panel piece had no easel 
support was noted. Another complicated panel was “panned” 
because it was not accompanied by instructions for setting. 
A third was commended for beauty, but castigated for frail 
construction. Another exhibit shaped at right angles was 
stamped as difficult to use anywhere except in the back of 
the window unless the bare colorless back was visible to the 
passer. 

Ned Mitchell, display manager for the Liggett stores, 
who spoke at the noon luncheon, declared that the cash 
registers jingle when good windows are produced. “A win- 
dow that sells is good, regardless of its art,’ he said. 

He cited case after case »f wonderfyl sales records piled 
up by the Liggett stores through carefully planned displays. 
Jewelry, though not a drug item, was selling at the rate of 
$1,000 a week, and 65,000 percolators a year were being sold 
by their organization through window publicity. Their New 
York stores had sold 16,000 tooth brushes in a month in the 

(Continued on page 80) 
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The No. 33 window flood- 
light uses standard 200- 
watt Mazda lamp, and is 
supplied with a color frame 
and four colors—red, blue, 
green and amber. 














Put Pans 
in Holiday 
Windows 


Now is the time for all merchants to provide 
for Christmas and New Year Window displays that 
have unusual snap and character. The X-Ray No. 33 
Flood-Ray is the logical and efficient way to make 
the show window attract attention. 

A powerful “center-spot-beam” that shades off to a 


warm glow at the edges, may be focused on any part 
of the display, bringing the object out in high relief. 





CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


The “center-spot-beam”’ of the 
31 i St. ’ CHICAGO 31 —— a No. 33 acts like a spot light 





in the window. , 
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Cox Displays Are Always Different—This Shows How He Avoided the Stereotyped Fur Window 
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“Home’---A Keynote for Thanksgiving 


Groaning Board of This Holiday Stamps It as the ‘‘Home” Festival 
of the Year—Why Not Emphasize the Idea in Our Displays? 
By ROBERT B. COX 
Display Manager, C. W. Klemm, Inc.. Bloomington, Ill. 


HE American home should be the keynote 
in Thanksgiving displays. This statement, 
though quite obvious, bears some explana- 
tion. We always think of Thanksgiving 
as the great Turkey Day, and in that re- 

spect we plan special displays of linens, silverware, din- 

ner ware and cooking utensils. Does it ever occur to 
displaymen to use Thanksgiving as the “Home” festival 
of the year? Ill dare say it does not. 

When I say “Home” festival I mean that the home 
should be the keynote of our Thanksgiving displays. 
When Thanksgiving was made an American institution 
it became centered about the homes of Americans. In 
the development of the idea all the American ideals 
have been brought into play. 

When Thanksgiving comes, with steaming dishes of 
delicious food, we think, too, of the beauty of the home 
as well. Home decorations can be made a keynote in 
the season’s presentation. In developing this idea many 
departments in the store can furnish materials and ideals 
worthy of puting into window displays. 

The drapery department can furnish materials, with 
the assistance of the rug and furniture departments, to 
make an ideal home setting of Thanksgiving. 

The gift department, with its treasures from all 
over the world, has hoards of pottery, art objects and 
gems that enhance the decorator’s art. With the assist- 
ance of the objects found in this department one can 
develop the idea of gifts for Thanksgiving. 





Keeping in mind that the home should be the key- 
note for this season, we find the blanket section ready 
to help with Thanksgiving displays—blankets warm and 
woolly displayed in an atmosphere that is home-like, give 
the feeling to the observer that truly there are things to 
be thankful for. 

The domestic department, with its towels, sheets 
and the like gives inspiration for a Thanksgiving do- 
mestic sale. 

Posters can be made up using the turkey as the 
decorative motive, interior displays carrying this, with 
the lettering, “Thanksgiving Home Makers’ Sale,” or 
some suggestion of home development at Thanksgiving 
time, should be used. 

Ideas for these displays could be obtained by study- 
ing combinations of gift items—furniture, glassware 
and drapery materials presented in magazines and na- 
tional advertising. Each department has some feature 
that will suggest an idea for Thanksgiving. 

Our linen section had a very successful linen sale 
last year at Thanksgiving time. Not only did table linen 
and napkins sell, but fancy linens and hand-embroidered 
towels helped boost the volume of the sales. 

This idea of using the home as a center for Thanks- 
giving displays is not a new one, but it offers an oppor- 
tunity to present a new feeling of American supremacy 
in the home. It gives sales appeal to an infinite range 
of customers, for each one of us is attracted by beauty 
in artistic combinations. We all love “homey” things. 
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National C form & C fixture (60. 


MANUFACTURERS 


Salesroom: 1350 Broadway, New York City 
Factory: Brooklyn, N. Y. 






















SOLID BRONZE FIXTURES 


These fixtures are made to meet the demand for a 
dignified and elegant display. They are made of solid 
bronze and will outlast any fixture made. Finished either 
in Monumental Bronze or Brushed Nickel. 


Patents Applied For 


Forms Are the Latest Shapes With 
Washable Celluloid Enamel 


208 /N8—$12.50 | 
201 /N12—$22.00 
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We originate Our products 
and design dis- are guaranteed 
play equipment for | 
for special ° 
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needs. Tell us < ro 
your require- ny 
ments. Appearance 
328 /N5—$8.50 Pe hy c ) 
a 301 /N5—$7.00 
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Group and Room Furniture Displays 


How and When to Use These Contrasting Modes of Display; 
Avoiding Conflict Between Units—Effects of Decoratives 


ROBABLY there is no better way of show- 
ing furniture to advantage than in “room 
arrangements,” but there is a startlingly 
large number of furniture houses who 
have not yet learned it. Showing the 

suite and its complementary pieces in the window just 
as they would appear in the purchaser’s home 1s 
undoubtedly the easiest means of bringing home to 





the public the value and adaptability of the goods. 
3ut many windows are too narrow to permit this, 
and many stores with large windows lack the parti- 
tions or the screens to create divisions. Their mer- 
chandisers insist that a variety of pieces be shown, 
and the result is that the window becomes either a 
warehouse or is saved from this fate by the use of 
“eroup arrangement.” 

The first illustration in the 
accompanying plate shows 
skillful use of this plan to in- 
troducé a large number of un- 
related items. This display, 
fashioned by A. L. Guile, ad- 
vertising and display manager 
for the Perkins-Huffman Co., 
Lincoln, Neb., presents four 
units so placed that their iden- 
tity is maintained without con- 
flict. At the left is a living 
room group consisting of a 
writing desk and an overstuffed 
armchair with an overhanging 
bridge lamp. The relation is 
such that there is little possi- 
bility of associating them with 
the goods in the next unit, 
which shows more living room 
chairs. At the right is an 
overstuffed davenport, daven- 
port table, and floor lamp, dis- 
tinctly aloof from the center 
group. In the background, 
placed so as to show between 
the two chairs in the center, is 
a dining room suite, placed in 
an archway, where a large 
background plaque rises to 
prevent the vision from pass- 
ing on into a second display 
space where more dining room 
furniture is shown. 

All of the other illustrations 
depict differing modes of 
“room arrangement” displays. 

(Continued on page 57) 


HOW THE SCHEMES DIFFER. 
Top, an Illustration of Group Ar- 
rangement by A. L. Guile, Perkins- 
Huffman Co., Lincoln, Neb.; Upper 
Center, Room Setting by A. A. 
Matzer, F. & R. Lazarus Co., Co- 
lumbus, Ohio; Lower Center, Room 
Setting by W. R. Harre, Maas 
Bros., Tampa, Fla.; Base, Room 
Setting by Morris Black, Strouss- 
Hirshberg Co., Youngstown, Ohio. 
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The Best Stores in America Buy 


Blick’s Beautiful 
Christmas Show Card Blanks 


Year After Year! 


Compare Quality and You’ll Say They Are | 
the Most Artistic, Attractive and Lowest Priced! 


4 Beautiful Designs to Choose From 





This Is Design No. 52 This Is Design No. 62 


A design that is out of 

the ordinary. It is 

printed in rich Christmas 
red, green and black. 





A very attractive design 

printed in rich Christ- 

mas colors of red, green, 
black and yellow. 


























Here Are the Sizes and Prices For Designs 52, 62, 72, 82 


Size, 24% x 3% Size, 314 x5%4 Size, 514x7 Size, 7x 11 Size, 11x 14 
ee $0.35 ...;; $ 0.90 .....038 25.....$ 196 25.....$ 2.20 
_ ae .60 1.40 So...... 1s 50. . ag 50 _ 3.40 
\ ae 85 100..... 2.50 106..... 3B 100..... 47% 100 . 5.90 
\ a 1.60 200..... 4.60 \ 6.05 200..... 923 200 . 10.60 
_ 2.35 300..... GFE 300 .... 8.70 300..... 13.25 300. . 16.00 
500...... 3.70 500..... 11.30 500..... 13.50 500..... 18.00 500 _ 21.50 
1000..... 7.50 oe 21.00 1000 . 24.00 1000. . 31.00 1000 39.50 


.All Quantities Over 1,000, of Any Size, Will Be Billed at Thousand Price 











This Is Design No. 82 


This is our most out- 

standing design. It is 

exceptionally attractive 

and has lots of Christ- 

mas cheer. Printed in 
three colors. 


This Is Design No. 72 





Here is a design that 
spells Christmas the 
minute you look at it. 
Printed in three colors 
and very attractive. 




















All Sizes Printed Both Crosswise and Panel Style Excepting 
Size 2%x3™%, Which Is Printed Crosswise Only 
Make Out Your Order 


Order Direct From This 

Ad or Address P. O. Box DICK BLICK € ©). NOW. Be Sure and State 
437-D for FREE SAMPLE GALESBURG ILL., U.S. A. | Design and Style Wanted, 
SHEET in Colors. Manstactotern, Te partes Everything for the Card ana Sign Writer | Crosswise or Panel. 
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With the New York Displaymen 


Modern Note Is Sounded in Early Fall Displays and Installations— 
Reveal Growing Ability of Pioneers as They Master New Style 


By COLEMAN W. McCAMPBELL 


York Staff Representative, The DISPLAY WORLD 


predicted by this correspondent in the August 


scarcely a shop on the avenue which hasn’t attempted a few 
Noticeable, too, is the big improvement 
in the results achieved by those who have been foremost in 
the development of the movement. Through experimentation 
they have found their stride and become more skillful in 
effecting an appropriate blend between the merchandise ex- 


issue of The DISPLAY WORLD, early fall modernistic windows. 
displays in Gotham are emphasizing the ricdern 
Those stores whose conservative policy 
has made them slow to accept anything start- 
ingly new are falling into step, and there is 











hibited and the novel effects which 
have been sought. 

It is doubtful if any store has 
had more consistently notable win- 
dows during the month of Septem- 
ber than Lord & Taylor’s, G. Kirk- 
patrick seems to have spread him- 
self with a succession of displays 
which in many ways have been 
superb. This is particularly true 
when you consider that all win- 
dows have been changed twice a 
week. 

First, I recall a stunning series 
featuring draped materials for fall 
wear. All the newest fabrics in 
sheer weaves, in metals and bro- 
cades, in transparent and printed 
velvets, in Chanel’s lace, were dis- 
ported in a smartly trimmed mod- 
ernistic carnival of color and bold 
sweeping lines. They were unlike 
any draped windows I have ever 
seen. In each window different 
effects were obtained with cascades, 
wigwams, swinging stands, criss- 
cross diagonal arrangements. Yet 
the whole had a subtle harmonious 
unity in spirit. One small window 
of special beauty contained varia- 
tions of tan and brown, with a 
dash of black for deeper contrast. 
A distinct decorative asset of the 
windows were the new wrought 
iron stands which have just been 
purchased. _I understand that they 
are of Mr. Kirkpatrick’s own design 
and were executed by the Lansha 
Studios. 

Second, I recall a series of daz- 
zling jewelry and accessory win- 
dows. Crystal and brilliants, ame- 
thysts, emeralds, silver and gold 
jewelry were displayed separately. 
Suitable fans, slippers, pocketbooks, 
combs, scarfs, etc., accompanied 
them. For instance, in the window 
of white crystal and brilliants, enor- 
mous white ostrich fans, exquisite 
white lace scarf, impressive crystal 
candelabra on posts, and a model 
wearing a glittering white evening 


GOTHAM’S FALL DESIGNS.— 
At the Top is One of E. Arkow’s 
Contrasts of Past and Present for 
the Arnold-Constable Anniversary; 
Center, One of Hearn’s Historical 
Anniversary Series in Celebration 
of Their Centenary; Base, a Lord 
& Taylor Drape Showing G. Kirk- 
patrick’s Masterful Creation. 
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wrap were used. In the emerald window the accessories were 
ann green, etc. Of special interest were the two windows de- 
voted to gold and silver antique jewelry. The necklaces were 
long and heavy, and the bracelets extremely wide and decora- 
tive. Already at the theatre I have noted a preference for 
this type of costume jewelry by the well-dressed woman. 


Third, I recall a series of ultra-modern background effects 


which have a solid appearance and make striking use of | 


angles. The angles achieved in each window are different. 
This gives great contrast in depth of windows. The back- 
grounds themselves are painted in characteristic modern 
style. One had what appeared to be conical shafts of light 
going in various directions. Others had triangular patches 
of vivid flowers scattered about. The merchandise itself was 
displayed in door-like niches of a solid color. 


Fourth, a series which has just been installed is com- 
pletely given over to men’s apparel. One window of unusual 
excellence stands out. It features morning attire for men 
and the background and side walls are of cream alabaster 
with two formal shelf niches where accessories are placed. 
Between the two niches are a mirror and table with more 
accessories, and in the window is a variety of black and gray 
apparel for formal and semi-formal wear. It has a sophisti- 
cated masculine appeal and is one of the best things that has 
ever been accomplished in Gotham by way of displaying men’s 
attire. 

Speaking of windows appealing to men, another excellent 
window was that used recently by Mr. Eldredge at Macy’s. 
It had a massive screen background made out of a beautiful 
wool material with shaded ombre triangular effect design, 
the basic tones being tan and a slight touch of russet. Suits 
of a much deeper tan were arranged on boxes covered with 
plain light tan material. It stressed the masculine note and 
showed that the display of men’s apparel need not be stereo- 
typed—an idea most other stores could copy to big advantage. 


Almost every store strives for something new in the way 
of models or figures. At Macy’s an intriguing variation is a 
figure in green. And, strangely enough, it is a fascinating 
figure, the green hair, face and body having exotic appeal, 
which is enhanced by the naturalness of her proportions and 
pose. She is wearing a handsome black and gold creation. 
The background is a gold leaf screen and many accessories 
in gold are shown. 

“Color in the Kitchen” is the title of a window at Macy’s 
which has had a huge group of admirers. I forget the exact 
color combination, but think it was something like this: Red 
Pullman seats for breakfast nook, green dishes on the table, 
white stove trimmed in red, red enamel pots and kettles, 
brooms and accessories in red. White walls, cabinets and 
icebox. But the main idea is that color had been introduced 
wherever possible. I understand that this display has had 
a telling effect on stores elsewhere in the country and that 
buyers who have seen it are having it duplicated elsewhere. 

Several weeks ago, Mr. Frankenthal at Altman’s, had 
three windows on Thirty-fifth Street with a background of 
solid dark brown velvet screens which had a sharp central 
ridge, partially dividing each window. The rug was a light 
golden brown. One window had toilet accessories displayed 
in a boudoir arrangement, with dressing table of gold. 

September, in addition to witnessing an increase in the 
use of modernistic treatment, has also been much alive with 
anniversary celebrations, what with both Arnold Constable 
and Hearn’s staging a one hundredth anniversary and 
McCreery’s a seventieth anniversary. 

Arnold Constable & Co. contrasted the modern with the 
old in all their windows. In one window Mr. Arkow con- 
trasted the fashion of 1827 with that of 1927 in evening 
dresses; in another a street dress of 1842 with 1927; in a 
third, a riding habit of 1915 with today; in a fourth, a bustle 
dress of 1887; in a fifth, an evening dress of 1857, and in a 
sixth, an afternoon dress of 1869. Models of old-fashioned 
charm and sweetness were used for the out-of-date fashions 
and ultra-smart and sophisticated models for 1927 styles. 
The background of each window consisted of interior wall 
effect screen of stippled paper, with an applied panel of a 
colonial scene, the only difference being that in each win- 
dow a different tint of wall paper was used. Needless to say, 
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the comparison of costumes was both amusing and instruc- 
tive and caught the public’s fancy, judging from the way they 
thronged to look at the windows. 

At Hearn’s, the exterior of the building was draped with 
festoons of leaves and decorated with flags. As a symbol 
of their one hundredth anniversary one window contained 
half a birthday cake, fully five feet high and illuminated 
with electric candles. The back drop was of dark amber 
velvet and edged with garlands of flowers. On either side of 
the cake were life-size models of costumes worn in 1827, and 
scattered around the cake were diminutive wax dolls dressed 
in various periods of the past. 

The window at Hearn’s which attracted most attention, 
however, was a very interesting display of thirteen types of 
vehicles used about New York from the time of the founding 
of Hearn’s in 1827 to the modern Fifth Avenue bus which 
passes its entrance today. A boldly painted curtain, depicting 
a picturesque ship with sails moored at a wharf where people 
wearing clothes of long ago were assembled, was used as a 
background. The models, which included stage coaches, vic- 
torias, sleighs and an early push-cart, were arranged on posts 
of various heights with an up-to-date model of Fifth Avenue 
bus in the center. Four tall coachman’s hats were an addi- 
tional touch of atmosphere. While examining this exhibit, I 
heard one woman exclaim to another, “Look at that push- 
cart; can you imagine Hearn’s ever delivering your pur- 
chases in that?” Thus the exhibit graphically measured the 
wonderful growth of Hearn’s big store. 

At McCreery’s this week, a series of three connecting 
windows was used by Mr. Chase to obtain a rich autumn 
effect. The entire background was composed of solid mass- 
ing of autumn leaves, which in their reds, scarlets, browns 
and yellows made an unusually pleasing riot of color. Against 
the leaves was a tall fence made out of slender weather- 
worn logs, such as you might see bordering any farm or 
pasture. In the center window hats were displayed and in 
the two end windows shoes. Each window contained a single 
model costumed in a solid autumn shade, such as green, tan 
and red. Another window, earlier in the month at McCreery’s 
had the school appeal. It showed a group of children and 
teacher in silhouette with a boy writing in chalk on a slate. 
He was writing these words: 


“With boys and girls, and teacher, dear, 
September finds us once more here.” 


Not only are the department stores doing some splendid 
display work, but many of the specialty houses are also up and 
doing. To mention only one, there is Julius Kayser & Co., 
whose retail store for hosiery and underwear on the avenue 
stresses modernistic effects. A recent window had silk under- 
wear displayed against a background of a graduated group- 
ing of cloud-like disks. 

Kurzman’s, which for a long time has relied on the ar- 
tistry of their hand-wrought bronze panels to serve as a 
background, have been successfully experimenting with spe- 
cial background effects. Late in August they displayed fur 


_ coats, and to create an impression of coolness they had a 


triangular background in the center representing sharply 
pointed mountains covered with snow and showing the tops 
of pine trees and children with sleds and snowballs. 

An interesting window of men’s hosiery was that used 
recently by Weber & Heilbronner. Mr. Zimmerman had a 
painted background of semi-circles and shadows against 
which he had placed askew panels showing enlarged repro- 
ductions of embroidered clock patterns to be found on the 
hosiery. The latter was arranged on a slanting floor which 
had three unique projecting platforms. The whole made a 
hosiery window that was refreshing in its treatment. 

This letter would not be complete if it failed to mention 
that Franklin Simon & Co. have become decidedly theatrical 
in their window displays. This is easy to understand when 
it is known that Norman Bel Geddes, well-known designer 
of stage settings, has been placed under contract to do Frank- 
lin Simon’s backgrounds. So far his work has been dis- 
appointing. It falls far short of what many of the leaders in 
window display are accomplishing. Perhaps Mr. Bel Geddes 
may find his stride soon and make the display profession sit 
up and take notice. 
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Making Display Servea Great Railroad 


How the Northern Pacific Is Adapting Its Windows to the Task 
of Exploiting the Public’s Interest in Travel ' 


By RAY D. ULLOM 
Secretary, Associated Display Men of St. Paul, St. Paul, Minn. 


HE railroads have 
used window ad- 
vertising as long 
as have other in- 





dustries — since 
back in the days when win- 
dows were of many small 
panes where. notices were 
posted to inform the public, and 
when the shop windows along 
the streets were “draped” in a 
very crude manner. 

The retail mercantile indus- 
trv has developed this medium 
until today it 1s considered a 
very important business pro- 
ducing branch in the advertis- 
ing program. Manufacturing industries, whose prod- 
ucts are nationally advertised and distributed, have 
recognized the immense value of this medium and 
have in recent years made wonderful progress toward 
better, higher type display advertising. 

The banking and public service industries, such 
as gas and electric power producers, are today using 
this medium in a high-class producing way to sell 
the public their institutions, products and _ service. 
The railroads have not developed this medium of 
advertising to the producing point some other in- 
dustries have. 

A. B. Smith, passenger traffic manager of the 
Northern Pacific Railway, one of the Northwest’s 





Yellowstone Park Display With a Miniature Geyser Playing at Minute Intervals; 
A Scenic Background Strengthens the Effect 








Little Ralls Minn. 


4 ‘ 
Sthanes A Lind bargh 


B Northern Partie. 
Py herr Beas 


A “Welcome” Display for Colonel Lindbergh Emphasizing Location of His 
Birthplace on the Northern Pacific Line 


great transcontinental railroads, has recognized and 
adopted this neglected power to aid in the promotion 
of sales of passenger transportation, for it is from 
this division of the industry that a certain percentage 
of income revenue must be realized. Therefore, every 
seat in every car of every train carries a certain over- 
head expense, and, as in any business, the more seats 
occupied, the more revenue, for every one not occu- 
pied is a loss that can not be recovered. 

It has been my pleasure to work with the Northern 
Pacific Railway and install the displays since launch- 
ing upon the display advertising program. 

The atmosphere of high-class—distinctiveness—is 
incorporated in displays such as befit this great rail- 
way. These displays are placed 
in new, recently constructed ma- 
hogany windows in the general 
office building here, and, in ad- 
tion to these, two windows are 
now being used in a new hotel 
just opened. At present one of 
these is a display of interest- 
ing petrified objects from the 
Petrified Forest, Roosevelt 
Park, N. D., into which is 
worked a_ strong appeal to 
vacation in this unusual region. 
The other window carries a 
“Rail and Sail” display, an ap- 
peal to local vacationists and 
week-enders to go by rail 
to Lake Superior, thence by 
steamer to lake shore points. 

Another window now in 
bids for vacation travel to 
Rainier National Park, which 
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this railway serves. Pictures showing the scenic 
beauty of the park are used, framed in specially de- 
signed set pieces. Booklets and literature about the 
region of which the display is made are always used e 
and the fact emphasized that they are for distribu- 7) indo ©) 
tion, for it is these booklets that are depended on to 
tell of the region in a way that would be impossible * 
in any other. They are the producers of considerable di Sp lay 
sales of travel tickets. Displays of these exclusively 
have been made to attain greater distribution. : ll = 

The Northern Pacific, traversing as it does the insta ation 
entire northwest, a great portion of which is known e 
s “America’s Playgrounds,” the Ten Thousand Lakes 
of Minnesota, the “Bad Lands” of North Dakota, SCrvice 
wonderful Yellowstone Park, scenic Rainier, and the 
great west coast, provides an endless line of thought 


to put into “producing” displays. 
One of the photographs accompanying this article 


was a display, twenty-four feet long, in Yellowstone The 

Park, installed a week previous to the season’s open- 

ing. A mountainous scenic curtain covered the entire Reuben H. Donnelley 
back, natural evergreen trees from Minnesota’s north Corp. 
woods being used. The deer in the foreground was a 

life-size, natural colored photograph, as was also Chicago Philadelphia 
one of a bear used in the other end and posed naturally 352 E. 22nd St 1214 Race St 


among rocks and trees. In the center was a miniature 
of “Old Faithful Geyser,” which “played” every sixty New York 
seconds, spurting steam and water four feet into the 79 Madison Ave. 
air, lighted by spotlights of red. The bulletin easel 
was in rustic design, with grass on the floor and twigs 
strewn about. The display was on view three days, 
and, needless to say, attracted a great deal of atten- 
tion and undoubtedly sold a great many railway 
tickets to the park. The miniature geyser was sent 
to the Northern Pacific's New York office, Fifth 
Avenue at Forty-sixth Street, where it is attracting 
the attention of thousands of persons daily, im- 
pressing upon them the wonders nature presents at 
Yellowstone, and, if advertising value facts sustain 
themselves, creating desire to go there. 

The other photograph accompanying this article 
is of a “Welcome” display for Col. Lindbergh when 
he was here for three days. The color scheme and 
finish was green and old gold. When this display | 
was removed it was sent to other cities along the ! 
Northern Pacific Railway where weicome ceremonies 
are to be held. The value of timeliness and “hook- 
up” with current events in window advertising is 
emphasized in this setting. While President Coolidge 
was at Yellowstone Park, which the Northern Pacific 
serves, a display was arranged showing views of him 
and former Presidents Harding and Arthur enjoying 

















IRON 
STAND 


filled with natural 
prepared ferns and 
drooping ivy vines 
and flowers, 50x24 





POST BASKET 


its many wonders. Four displays similar to this one | This Post Basket, furnished in 2 parts, inches, complete | 
were made up and sent to other cities. will be made to fit any post. Give us the 
5 ; . circumference or diameter of -f $10 00 $6 00 
Picture a man walking down the street, his vaca- post. Complete....... . " 


tion time a month away, and no definite place decided 
where he will go. He is going somewhere. But 
where? Suddenly he is stopped by a window display 
appealing to HIM to vacation at Yellowstone. He 

looks at the pictures in the display that show the FRANK NETSCHERT, Inc. 
wonders and beauty to be seen there; he is now in- 61 BARCLAY STREET NEW YORK, N. Y. | 
terested; he inquires for the booklets shown in the a . ye ae aw. 


Fall Catalogue No. 2 of Artificial Flowers, 
Plants, Etc., Mailed Free on Request 
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Another Aspect of the Use of Color 


Clash of Window With Gay Street Spectacle Makes Employment 
of Poster or Solid Color Schemes Essential 


By DR. HANS BODE 


Window Display Counselor, Berlin, Germany 


(A Translation from ‘‘Fensterschau und Ladenbau,”’ Hanover 


HE value of color in development of win- 
dow decoration has been so thoroughly 
discussed that little remains to be said. 
Nevertheless, it appears to me that its use 
in the window demands consideration 

from another standpoint. 

The day has passed when it was the decorator’s 
surest means of bringing the passer to a halt before 
his window. <A few years ago color was his most 
powerful asset. But the situation has changed to 
such an extent that the passer sees color not only 
in the store window but wherever he looks. The 
street car that trundles by is yellow, a red automobile 
glides alongside: with a green paster showing on the 
windshield. Women, strolling along the street, are 
clad in bright dresses. In short, the passer finds 
colorful scenes wherever he looks. If the window is 
to win his attention through color, the character of 
its treatment must be such that it will differ widely 
from the tone of the street spectacle. 

It follows that this requirement can not be met 
merely by willy-nilly brightness since the result of 
this is that its color combinations do not materially 
differ from that of the street scene. On the contrary, 
the task must be approached by the use of much 
fewer and more compelling colors handled in poster 
style. This insures pull because it converts the win- 
dow into a huge poster. Likewise, it is possible to 
employ a single color so carefully that the decoration 
appears as a great solidly colored mass. 

That the poster window is effective is apparent, 
but results are not so easily obtained with the solid 
color decoration. A fleeting glance will tell whether 
or not the solid color window is winning attention. 
The writer has been particularly impressed by the 
scheme of window dressing followed by a large mil- 
linery concern which stoutly adheres to the solid 
color arrangement. Here we may see a display of 
blue hats set off by a few handkerchiefs and flowers 
of like color, or a solid showing of red hats with red 
accessories, and always these windows make a deep 
impression on the public, even though the colors 
may not always be sharp. This proves that the solid 
color scheme is an effective weapon for wresting the 
attention of the passer. 

A little reflection demonstrates that this accom- 
plishment is not astonishing. Use of the huge solid 
colored mass in contrast with a combination of colors 
reveals that they lack the power to divert attention 
from it. If you stand before a background that is 
clothed in a variety of colors, and, at one side, place 
a huge strong colored display motif, your attention 


will be drawn from the background by the strong 
coloring in the set piece. The splotch of brightness 
has triumphed. 

It may be objected that the bright-hued auto- 
mobile is also a solid colored mass. It is safe to 
meet this argument with the explanation that the 
street is similar to a panoramic picture and that the 
auto is part and parcel of it. When it does not “hit 
you on the nose,” it is but an item of the panorama. 
The eye beholds in the show window a similar pic- 
ture, and, if it is merely as bright as the street scene, 
there is no contrast. Convert it into a huge circum- 
scribed mass of one color and it rivets the eye. 

I do not mean to infer that only poster or solid 
color windows should be used. Above all things, I 
would avoid suggesting confining color schemes to 
a single color in a single shade. I would much prefer 
to suggest an occasional choice between the two 
schemes when a plan of decoration is desired. When 
other media are used to win the passer’s attention, 
then color plays an entirely different role. It then 
becomes an accessory, not the principal means of 
securing attention. 

The question of when and how color should be 
used as an attraction device is difficult to answer be- 
cause the toning of the color can be of very decided 
influence in the development of the display. It is 
clear that wares shown in the poster window must 
play a subordinate role. Accordingly it should be 
used only with flashy goods as light trims of small 
goods will not permit introduction of the huge 
colored set pieces which are so necessary in the con- 
struction of productive poster displays. 

It is different with the solid color decoration. It 
can be used only with a many-sided light trim in- 
volving but a single color. In using it, it is neces- 
sary to take the characteristics of the goods and type 
of the business into consideration. For instance, in 
a window featuring only red ties where'the decoration 
is intended to serve as the attraction device, the possi- 
bility arises that the viewer will say, “They have 
bought a lot of red ties that they are anxious to 
unload in a hurry. Now what I want is a blue tie.” 
The same situation will apply to women’s wear and 
yard goods. 

It is commonly said that the small business house 
with but one or two windows invites the reputation 
of limited stocks when solid color trims are used, 
while the great department store through the num- 
ber of its windows avoids this consequence by the 
variety of its displays. The success of specialty shops 
with limited window space disproves this theory. 
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reel Chicago affords the most complete Display Equipment and Decoration Market in the 
Al} |4 World—Time and money may be saved, and the best that decorative genius creates cas 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
| 
THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
649 S. Wells Street 13 South Throop Street 
Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 
THE BODINE-SPANJER-JANES CO THE KOESTER SCHOOL 
1160 Chatham Court 314 S. Franklin Street 
Distinctive Display Decorations Display and Card Writing Instruction 
BOTANICAL DECORATING CO. PAASCHE AIR BRUSH CO. 
319-27 W. Van Buren Avenue 1902 Diversey Parkway 
Artistic Decorations & Artificial Flowers Air Brushes and Accessories 
CHICAGO CARD BOARD CO. REFLECTOR & ILLUMINATING CO. 
666 Washington Blvd. 1417 West Jackson Blvd. 
Art Poster Card and Mat Board Lighting Equipment for Show Windows 
CURTIS LIGHTING, INC. SCHACK ARTIFICIAL FLOWER CO. 
1119 W. Jackson Blvd. 134-140 North Robey Street 
Ea Complete Equipment for Lighting Effects Window and Interior Decorations 
THE D. J. HEAGANY MFG. Co. SILVESTRI ART MFG. CO., INC. 
1123 W. Washington Blvd. 1035 Orleans Street 
Bakard Compo Display Creations 





Metal Display Fixtures and Card Holders 


Endorsed by most critical and discerning displaymen and merchants 
to progressive purchasers by the 


everywhere—and recommended 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
Copyright, 1924, by The Display Publishing Ceo 
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Gross Pays Respects to 1.A.D.M. Critics 


October, 1927 


Former Pacific Coast President Answers Attack With Open Letter 
Assailing “Knock ‘Em Down and Drag ‘Ik:m Out” Tactics 





upon the coast leaders’ motives and tactics embraced in 
a statement published in the same magazine under the 
signature of Clement Kieffer, chairman of the executive 
committee, roused a storm of indignation. Members of 
the Portland and San Francisco clubs particularly were 
incensed over the text of Mr. Kieffer’s statement and repre- 
sentative windowmen from each organization immediately 
took issue with the Buffalo display manager. The Septem- 
ber issue-of The DISPLAY WORLD carried replies by 
A. O. Hewitt and Vernon C. Turner, of Portland, whose 
letters have now been complemented by the following re- 





POOH-POOHING OF COAST CONVENTION ROUSES STORM OF INDIGNATION 
Efforts of the official organ of the I. A. D. M. to be- 
little the attendance and support of the recent Pacific 
Coast convention at San Francisco, coupled with the attack 


joinder by Fred Gross, who presided at the San Francisco 
gathering. Mr. Gross has just completed a term as presi- 
dent of the Coast Association, is display manager for the 
San Francisco units of the Owl Drug Co., and is a promi- 
nent figure in the merchandising life of the Golden Gate 
City. 

In his letter Mr. Gross accepts at face value the 
I. A. D. M. report that the Detroit convention attend- 
ance was well over a thousand, and merely protests unfair- 
ness on the part of the I. A. D. M. official organ in mini- 
mizing the size of the San Francisco gathering. The 
number attending the Detroit meeting, as a matter of fact, 
was approximately 450, and the turn-out for the preceding 
convention at Chicago was not over 600. 





NCALLED for ridicule calls for a rebuff. In 
view of the fact you have publicly interested 
yourself in the problems of the Pacific Coast 
Association of Display Men in general, and 
myself in particular, I am taking the liberty 
of contributing at least something for their 

illumination. This is for the benefit of the display profession 
in general and yourself in particular. Being a firm believer 
in “The Great White Light of Publicity,” I consider it my 
duty as well as privilege to state a few personal impressions. 

To begin with, it is my opinion, as well as that of several 
others in a position to know, that the I. A. D. M. has within 
its ranks some of the nation’s finest display executives giving 
unselfishly of their time, energy and ability to do what they 
can for the advancement of their fellow-craftsmen. This 
is a profession of growing imiportance—the field of merchan- 
dising display. It is also an indisputable fact that the aver- 
age display executive is so satiated with responsibility of his 
work that he has but a minimum of time that he cares to 
devote to association affairs. The very nature of his work 
could hardly fail to assert its influence in this regard. Fol- 
lows then the fact that display association, practically con- 
sidered, can, under present conditions, become nothing more 
than a “Camorra of Men,” who, through no shortcomings of 
their own, must, in a large way, depend upon a chosen few 
to carry on the promotion and detail of association work. 

Personal observations have been a revelation to me. To 
such a group of men, contributing as members, their support 
financially to the association welfare, eventually comes the 
thought and question of “Why an Association?” Surely, if 
they are “privileged” to contribute to the association wel- 
fare, they are by the same token entitled to a voice and vote 
in the affairs and election of officers to represent them. I 
mean a vote for each and every one that lays his or her 
money on the line, whether they can spare the time to travel 
to the yearly convention or not. That such a group as the 
I. A. D. M. can be continuously but not successfully domi- 
nated through alleged influence and constricted achievements 
of one man for a quarter of a century is, indeed, if I may 
borrow from the remarks of criticism by L. A. Rogers, on 
page 7, same issue got The Merchants’ Record, “an outstand- 
ing and lamentable situation.” 

And while we are on the subject of L. A. Rogers’ re- 
marks on said page, the question is being well pondered by 
a good many displaymen of the west just why Mr. Rogers, 
seasoned with the politics of I. A. D. M. work, elected to 
avail himself of his editorial privilege of uttering in the 
very first breath a deliberate misstatement as to the number 
of delegates attending the convention, as well as other more 
or less uncomplimentary remarks detrimental to the growth 
and prosperity of an infant association. 


It would have reflected a greater editorial capacity on 
the part of Secretary Rogers, as well as strengthened the 
weakening bond of friendship between the two associations, 
had he refrained from injecting into an otherwise masterly 
and splendid report such comment as to minimize the im- 
portance of the convention to displaymen of the west who 
could not attend. It would have been a master stroke of 
editorial strategy to permit some lesser light in the associa- 
tion to gamble on “getting by” with the statement that less 
than one hundred and fifty attended. 

Does the secretary challenge our record of paid attend- 
ance receipts, or was he merely trying to give emphasis to 
the fact that we did state that more delegates had been ex- 
pected—a condition natural enough but not one to brag 
about ? 

Is it strange that with such power and directorship of 
policies and politics, the I. A. D. M. has attracted only about 
10 per cent of the profession to its own ranks? 

Study of mob psychology tells us that 90 per cent of the 
average association group are content to allow the other 
10 per cent to do most of the planning for them. It is highly 
indicative that the I. A. D. M. is, therefore, dominated by a 
minority group of about one-tenth of 1 per cent. They being 
transiently licensed to do most of the thinking and planning 
for the rest of the membership. 

With the last I. A. D. M. convention report stating that 
well over a thousand were in attendance, it may be well 
to ponder the problem that the convention, held in the center 
of the display activity of the world, did not attract (from 
the millions of population within a few honrs’ ride) a good 
many more interested in “display” than well over a thousand. 

The courtesy of giving us the benefit of the doubt in say- 
ing “well over one hundred and fifty” was not extended. 
Perhaps that is proof enough that to give the West too much 
of a send-off would not be just the thing. All things being 
relative, perbaps the Pacific Coast boys did not do so bad, 
after all, considering the fact that many of our delegates 
had to travel well over a thousand miles in order to par- 
ticipate. 

Let it be understood that I agree heartily with your state- 
ment of your being in favor of universal associated effort 
to build up an industry of any kind. I am also inclined to 
thus favor giving every member of the association the right 
to criticize it freely, whether wise or foolish, right or wrong; 
to advocate changes in its constitution, its personnel, and to 
do it without fear of the consequence that may be exercised 
by political tyranny within its ranks; and through its offi- 
cial organ, by modern melodramatic tyranny of the scientific 
type, it is almost as bad as the old theological tyranny. 

Although one member of the I. A. D. M. who attended 
our convention in San Francisco enjoys the gift of oratory, 
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President Coolidge Recognizes 
Value of Window Displays 


Not only has President Coolidge gained 
the reputation of being a window shopper 
as can be noted by the newspaper clipping 
shown herewith, but in his business talks 
he has stressed the value of advertising and 
window displays. 

In a recent address before the American 
Association of Advertising Agencies the 
President described an unfortunate ex- 
perience of a firm which believed it domi- 
nated its field so completely that advertis- 
ing was no longer necessary, with the 
result that it soon faced bankruptcy and 
reorganization; the President described a 
more pleasant result gained by generous 
use of advertising. 

It is interesting to note that in telling 
of this experience, in which a merchant 
won success in a community peopled mostly 
by persons of foreign birth, he mentioned 
window display advertising first in telling 
of the methods used. 

Recognition by President Coolidge of 
the selling power of proper window dis- 
play is indicative of the wider apprecia- 
tion being won by this most effective of 
the advertising arts that can be used in 
retail fields. 

Mayor V. J. Miller, of St. Louis, Mo., 
Recognizes Value of Window Displays. 
He Says: 

“Window displays are a decided asset to a city. They are 
the magnets which attract thousands of people to the busi- 
ness district, and from these window displays the spirit of 
retail district can be judged. Unquestionably they improve 
the appearance and add to the beauty of the retail district, 


and from a financial standpoint they are really business 
getters for the retailers. 


Further Evidence of Value of Window Display 





Mr. P. W. Kunning, of the Chicago Chamber of Commerce Office, Mr. N. Hf. Nielson, Secretary of The Retail Merchants’ Bureau, 
writes: “Good window displays are not only the most effective means Des Moines, Iowa, writes: “There can be no question about the value 
of getting business, but they are also the most accurate index of to Show Windows to the individual stores. We know that it is a 
the spirit of the retail district and of civic pride. I am confident proven fact tiat good displays scli more merchandise that any other 
that too much emphasis cannot be given to this important phase vf | stlent salesman possibly could sell. They are the medium of intro- 
retailing.” ducing new styles.” 


Decide Now to Take Up the Study of Window Display 
Retail Advertising and Card Writing 


A short time and small investment wisely placed now in instructions and training in this 
field will insure for you in later years a position of safety and independence. The Koester 
School is the oldest, largest, most widely and favorably known school of its kind in the world 
—founded in 1905. It is, therefore, the most satisfactory institution in which to qualitfy for 
retail publicity work. 

It requires Only Eight Weeks through our specialized system of instruction and training 
to give you the boiled-down experience and accumulated knowledge of 22 years’ teaching in 
this special field. 


Write for Catalogue Today 


The KOESTER SCHOOL 


314 S. Franklin St. Chicago 
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and is, in fact, extraordinarily fluent for one in our profes- 
sion, his argument for compulsory I. A. D. M. affiliation 
and your answer to our refusal is to my mind somewhat 
inchoate. 

Going back a year or so, it was my pleasure as president 
of the San Francisco Association to head a delegation to 
Seattle, where we nominated San Francisco for the next con- 
vention city. It was agreed upon in gentlemanly fashion, 
but, nevertheless, firmly, that if the I. A. D. M. was to merit 
the support of the western displaymen in the form of a per 
capita tax, the vote clause was to be inserted into the by-laws 
of the I. A. D. M. at its convention held at Detroit last June. 

The matter being a comparatively simple one, we thought 
nine months’ time sufficient to prepare and submit, amend 
or reject the plan. Instead it was cleverly sidetracked, while 
the compulsory affiliation propaganda went on. This plan 
was to be sponsored by Karl Amdahl in the presence of 
several of the officers, including myself. 

Early in April of 1927, a copy of the newly proposed con- 
stitution as propounded by Mr. Amdahl reached my desk, 
together with a request that I write all I. A. D. M. executive 
committee members, as well as Mr. Stensgaard and Mr. 
Rogers, endorsing the move. This was done. 

Under date of April 25, 1927, I received a letter from 
Mr. Amdahl, from which I will quote as follows: 

“IT would suggest that you write to every member of the 
executive committee cf the International Association in regard 

to the proposed new constitution. I have mailed every one of 

them a copy of same some time ago. I also would suggest that 

you write all clubs affiliated with the Pacific Coast Association 
and ask them to take action on same. This should be done as 
soon as possible, so that we may overcome some of the prejudice 
that evidently exists in the east, for I can see very plainly that 
Mr. Stensgaard is very hostile to the proposed constitution.” 
(Signed) KARL M. AMDAHL. 

Perhaps Mr. Stensgaard was somewhat displeased and 
perhaps rightly so, for under date of March 24, 1927, Mr. 
Amdahl received a letter from Mr. Stensgaard as follows: 

“Dear Mr. Amdahl: ede 

“The secretary has shown me your communication, together 
with recommendations for changes in the constitution of the 

I. A. D. M., which you ask to be printed in the official organ at 

least sixty days prior to the convention. Mr. Amdahl, as chief 

executive of the 1. A. D. M., I feel a copy of the recommended 


change should have been forwarded by you. I trust that you 
will do this by return mail.” 


(Signed) W. L. STENSGAARD. 

It seemed as if Mr. Amdahl’s proposal was to become 
a muchly kicked about football. And so the comedy of 
errors made progress. That the powers that be did not 
enthuse over the new idea is plain to be seen. Here is a 
copy of a Western Union telegram addressed to Karl M. 
Amdahl : 

“Have seen Kieffer, Pierce and Wendell. They are part of 
your committee and do not agree with many parts of the con- 
stitution you propose, and feel it serious. However, if you still 
insist Rogers publish it, wire him immediately. You assume 
responsibility. Why has your committee not been sent copies? 
Vote by proxy not wanted by clubs I have seen. Wire.” 

(Signed) W. L. STENSGAARD. 

Early hostility on your part, Mr. Kieffer; furthermore, 
President Stensgaard did not state which clubs he has seen. 
We wonder just how well the rank and file of these clubs 
had been informed on what they were quoted as replying to 
President Stensgaard. 

The old, old story—one-tenth of 1 per cent running the 
show, trying every means to kill the idea! Just how far 
the influence of one or two men reached in this simple re- 
quest of our organization would be interesting to know. 

Regardless of what may happen in the future, the whole 
business was energetically tabled, beat to death and laid 
away with a shroud to be resurrected in manner suitable to 
all concerned some time next year in Chicago. Being orig- 
inally a native-born citizen of that “Political Hub,” I learned 
early the fundamentals of politics as controlled I. A. D. M. 
activity, and up to ten years ago had ample opportunity to 
hear many truths that have lately re-echoed here in the 
Far West. We were hoping that the question would be 
settled at once and for all at Detroit. Was the program so 
full of unfinished business dating back and ahead of the issue 
in question that it was too much for you gentlemen to decide? 

I might add that we here in San Francisco also believe 
in entertainment in its place; in fact, we believe we excel 
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in “putting it on” for the visitor within our gates, as many 
of our delegates will testify. However, we did not allow the 
carnival spirit to prevail to the detriment of association 
business at hand, as our delegates will also testify. 

The subject of compulsory affiliation, I assure you, was 
not a part of our program, but was brought in and wrangled 
over for three hours, and so confused by arguments about 
points of order entirely irrelevant to the question that it is 
small wonder that several heads, perhaps a bit hazy from 
the festivities of the evening previous, found the going a bit 
rough on that eventful afternoon. Perhaps that is a pardon- 
able sin nowadays, and I am not alone of the opinion that 
most men when gathered at conventions of one kind or an- 
other prefer the tin horn and paper hat activity to the serious 
side of business, and so, evidently, it will always be with a 
great majority of displaymen yet in the adolescent stage. 


What I gathered chiefly from the unpleasantness is the 
thought that if compulsory affiliation can not be first obtained 
by general acceptance without question of the “whys and 
wherefores” of financial assistance to the so-called “muchly 
abused parent body,” a “knock ’em down and drag ’em out” 
melodrama is staged. When such “sucker” stuff and flap- 
doodle falls short of accomplishing its aim, compulsory 
affiliation through high-handed and domineering procedure, 
there follows a campaign of poison gas and printers’ ink 
directed at the so-called “secessionists.” They heap coals 
of fire on the heads of any and all who dare to differ with 
the views of the aforementioned one-tenth of 1 per cent. 

Let the “secessionists” beware lest they be promptly put 
in their place by the undisputed power of the official mouth- 
piece and “Polizei Staat Supreme.” 


Does the I. A. D. M. wish to make it appear dangerous 
for any group or individual to argue so vital a question as 
taxation without representation and affiliation by compulsion? 
If you received any suggestion relative to the article ap- 
pearing under your name, it may be well for you to ask 


- that question. 


Another thing, Brother Kieffer! May I again refer you 
to the Pacific Coast convention report wherein you will find 
as a matter of record, the names of a good many out-of- 
town delegates, although the record in this respect is far 
from complete? It will enlighten you to the fact that it 
was giving the version of the Pacific Coast Association mem- 
bership to Mr. Amdahl’s plea for compulsory membership. 
I did not, as you state, give only the local San Francisco 
Association views, for there were plenty of members all the 
way from San Diego to Vancouver present, who had ample 
time to note everything that was said, who also had ample 
opportunity to question any statements not to their liking 
and also to vote on the issue at stake. 


Under your name and the title of your generally static 
article, I note you state, “After reading convention report,” 
or something to that effect. Then you go on to state that we, 
or I, had rather forgotten the rights and privileges of mem- 
bers who were not present. 


You'll have to go through that report again, and when 
you do, you will find that the very question was brought up 
on the floor, where it developed that a good many present 
had in their possession paid-up membership cards from 
friends in their respective home cities, which made it pos- 
sible to act in the absence of the members to whom cards 
had been issued. 

Pending your second perusal of the transcript I trust my 
humble efforts will have been sufficiently informative as to 
correct any apprehension you may have felt for any of OUR 
members being hoodwinked, as it were, on their just and 
honest rights. 

May I further inform you that this slight misunderstand- 
ing did not have its inception in our fair city by the Golden 
Gate, but merely was re-echoed there? 

On going back into the records of. the early days of the 
founding of the Pacific Coast Association I find therein many 
references made to the question regarding compulsory affilia- 
tion which would seem to indicate that the point did not set 
any too well with a number of the members, who, to my great 
pleasure, are very much alive today and not timid or to be 
intimidated when it comes to carrying out an ideal. 
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“SOL” Satine 


Stands Three Years of Sun 
and Wear Without Fading 





b | jn The May Company, the great Los Angeles department 
store, took over the business of Hamburger Brothers, they 
entirely redecorated the interior of the store, using one thou- 
sand yards of “Sol” Satine, in a tan shade, for the curtains of 
the show windows. 


That was more than three years ago. 


Though these curtains have not been changed in all that time, 
and on the Broadway side are not protected from the sun’s glare, 
even by awnings, a special inspection recently shows that the 
“Sol” Satine is as fresh-looking today as when it was installed. 
“Sol” Fabrics make rich, lustrous backgrounds for windows, as 
well as luxurious curtains. They fill innumerable decorative 
purposes. Loomed and dyed by England’s ablest weavers, they 
are available in 40 guaranteed absolutely fast colors. 


Other Hexter lines of exceptional merit include Satines, Silk 
Taffetas, Velvets, Marquisettes and Glazed Chintzes. Our large 
stocks permit us to make prompt shipments. Send for samples 
and color chart. 


S.M. HEXTER & CO. 
SOLE OWNERS 
Cleveland, Ohio 


New York Office: 381 Fourth Ave. 
Chicago Office: 189 W. Madison St. 
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Staging a Style Show in the Window 


How a West Virginia Store Varied the Accustomed Live Model 
Display by a Unique Evening Spectacle 


By J. L. DEXTER 
Display Manager, J. M. Hartley & Son, Fairmont, W. Va. 


AST year a number 
of our merchants 
put on a “Fall Fes- 
tival’’ and some of 
them featured ani- 

mated window displays. They 
drew such a huge crowd and got 
so much publicity out of the 
stunt that they decided to repeat 
this fall, varying the program 
somewhat. 

We do.not wish to appear 
conceited, but the facts are that 
we won the major portion of 
the audience. ‘Traffic on our 
street was suspended from 7 to 
9 p. m., while the program was 
being carried out, and we made 
good use of our two fairly large 
windows, which we used alternately, preparing one ex- 
hibit while the preceding one was showing. and this 
was the program: 

(1) “The French Shop.’—In this we showed 
negligee and fine silken undergarments, displayed by 
three mannequins in a setting presenting an exclu- 
sive specialty shop. 

(2) Smart Fashions for Feet, Ankles and 
Knees.”—In this scene but one mannequin appeared 
modeling shoes and hosiery. 

(3) “Let Us Help You Choose the Right Gift.”— 
A little gift shop was shown with a clever amateur 





An Autumn Fur Window by Mr. Dexter Using a Modern Art Set Piece of 
Conservative Design to Good Advantage 








x 


A Symmetrical Display of Millinery Arranged by Mr. Dexter Which Reveals 
His Capacity for Tasteful Arrangement 


juggler dressed in East Indian garb “pulling off” a 
few amusing stunts.’ 

(4) “Street Wear the Smart World Chooses” 
enabled us to present a number of models embracing 
representatives of the young, the middle aged and the 
elderly. 

(5) “On With the Dance.”—Two young girls, one 
dressed in a youth’s tuxedo, the other in a fluffy 
evening gown, executed a dance that appealed greatly 
to spectators. 

(6) “This Is the Way We Wear Our New Coats” 
opened the way for employment of a number of 
mannequins and introduction of 
a diversity of coat styles. 

(7) “Leading Fashions for 
Afternoon” presented the modes 
favored by all ages. 

(8) For Smart Parties You 
Must Look Your Best” showed 
a group of mannequins wearing 
new evening dresses and the 
accessories. 

(9) “Smart Clothes and 
Luggage for the Trip” brought 
out the newest travel coats, hats 
and luggage, and introduced a 
“bell-hop” in uniform and red 
cap borrowed from our leading 
hotel. 

In our last window we ar- 
ranged a living room in which 
natural appearing figures were 
used, presenting a decided con- 
trast to the live models. 














October, 1927 THE DISPLAY WORLD 33 


Send for Schack’s <i 


Christmas Flower Book! 
JUST OFF THE PRESS! 


This Big Wonder Book of Christmas Decorative Ideas is sure 
to interest and help you with your holiday decorations. 


‘iia 


Schack’s New Christmas Flower Book consists of 24 pages, 
illustrating hundreds of new and original Christmas decorations 
in four-color process printing. You can’t afford to be without 

-this Big Wonder Book at your command. Be sure and send for 


Schack’s Famous 


1-inchWillow Roping S 
ceutace tevens coer tomes co I iy SD it today. 


It’s Free for the Asking! 


Visit Our New Salesroom and 
Studio: Main Floor, Factory Building 


SCHACK ARTIFICIAL FLOWER CO. 
“Te - €MICAG@® - ““aanae 























Buy Direct From Manufacturer --- 
Lowest Prices Combined With Quality 


Get Our Supplement 35C—Shows New Line 
Large Size Display Stands and Draping Stands 
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No. 908 (Not adjustable) * fig 
SCB-24” Upright height, 24” or 30”. . “ Wl 
Specify. Upright rod, %” 3 
MUSHROOM solid steel. Madeinrights 
STAND and lefts. Illustration is 
6” Brass-covered 954-R. (Brass - covered F 
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Something you ‘ 2 
have been waiting | No. 955 SCB-24” * 
page ype gi HOSIERY STAND “ 
ble with other fix- (Adjustable for Height) No. 907 CB No. 909 SCB 
tures. Absolutely (Same as No. 954, but CB base, 9” diameter (cast iron). MUSHROOM DRAPING 
prevents creasing adjustable) Adjust from 36” to 70”. Brass LAMP 
or marking expen- Brass tubing, %” diame- tubing 54” diameter, 30” height. With Special Bead Ring 
sive fabrics. ter. Made in either rights Garment Hanger cross arm, 18” and Hooks. Order Bead 
or lefts. SCB base brass width, 5-16” rod. Upright 3”. Ring separately as No. 78. 


Tilting top 914”. Bes. 
Pade covered, 7” diameter Ad- 
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Breaking Away from Shoe Precedent 


Means for Presenting Footwear in Distinctive and Unusual Settings 
Thiat Insure Attention—A Practical Plan for Christmas 


OWARD BIGGS, display manager for 

Stern’s, is a window executive whose 

grasp of fundamentals is sufficiently 

strong to give arresting force to what- 

ever merchandise he may be inclined to 

show New York shoppers. But all of his fellow- 

displaymen acknowledge that he is especially able in 
handling shoes. 

And this is quite a tribute if we are to accept at 

full value the declaration of J. E. Tannehill, director 





of Carson, Pirie, Scott & Co., of Chicago, that “Shoes 
are notoriously hard to display.” 

Intrinsically, they lack the beauty of color and the 
symmetry of expensive gowns, or masses of bright 
neckwear. They will not halt the passer with the 
same promptness as scores of other wares. But they 
are so vital a part of the average department store’s 
stocks that they can not be ignored, and, as for the 
shoe store, they, of course, constitute the very founda- 
tion of its existence. 

Mr. Biggs’ windows illustrate 
forcefully the most satisfactory 
means of bringing them into 
the spotlight without the use 
of dramatic settings. He sim- 
ply builds up about them a 
background of beauty which 
embraces so many points of ap- 
peal that the passer can not 
overlook them. 

Triangular display cases in 
bright colors have been em- 
ployed in his windows in late 
months with good results for 
small wares. In the accom- 
panying illustration, he has 
balanced one of these upon its 
apex, and, by leaning it against 
a supporting triangle, placed 
in reverse fashion, has created 
a set piece that easily catches 
the eye. High fabric drapes, 
brought in close at the back, 
contrast sharply with the 
colorful display device, and the 
shoes, set in its shelves, are 
chosen from colors that are 
well set off by the comparative 
darkness of these recesses. 

Not a difficult arrangement, 
but one that rests its hopes for 
success wholly upon judicious 
use of color and contrast. It 
is a practical demonstration of 
the masterful appeal of color 
so frequently commented upon 
by display critics and so little 
understood by most of these 
engaged in window advertising. 


UNCONVENTIONAL PLANS.— 
Top, a Novel Design Recently 
Used by Mr. Biggs at Stern’s, New 
York; Center, Hide Motifs Used 
by “Footjoy” Dealers; Base, an 
Easily Imitated Christmas Design 
Used Last Year by Paul M. Sabin, 
The Walkover Stores, Chicago. 
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The “Foot Joy” shoe has made interesting use of 
hides in the national window campaign conducted in 
dealers’ stores during the past year. The novelty of 
their use as accessories accounts for the interest ex- 
pressed by the public. The idea can not be reproached 
as “‘stunty,” for it leads the passer’s mind to the 
foundation of the shoe and the determining factor in 
its service—the leather from which it is fashioned. 
And this is not a bad plan for any manufacturer who 
is confident of the soundness of his materials. 


How to impress the aspects of the holiday period 
upon the shoe display is revealed in the last illustra- 
tion, a reproduction of a window installed during the 
1926 season by Paul M. Sabin, of the Walkover Co., 
Chicago. Two candelabra furnished most of the 
atmosphere, although supported by a slight amount 
of holl ydand mistletoe and the ever-present poinsettia. 


In the center unit of his trim, Mr. Sabin used a 
number of boudoir slippers, juliets, and mules, set off 
prettily by small drapes of hose placed on low “T” 
stands. A Christmas package in holiday wrapper, 
placed above this gift merchandise, helped to supply 
the suggestion of its fitness for inclusion in the 
shopper’s buying lists. 

But concentration upon these seasonable items did 
not render it necessary to deny room to the run of 
general merchandise. Flanking the holiday wares on 
each side was a unit of jaunty feminine footwear in a 
variety of leathers and styles. The male gift buyer 
whose attention was first riveted by the center unit 
was thus intrigued into examining the more costly 
goods and of weighing its possibilities for presents. 
The chances are that a great many who originally 
planned purchase of slippers, bought shoes, yielding 
the store a better profit and adding to the prestige 
of the shoe displayman. 





NEW PAASCHE TOUCH-UP BRUSH 

Here’s the new Paasche Touch-Up Airbrush, “Wecially de- 
signed to meet every demand of the decorator, embodying all 
the famous Paasche 
multiplehead _ triple- 
action features. 

Under competitive 
tests this Paasche 
type UATF Touch- 
Up Airbrush has 
proved a sensational 
success in applying 
the artistic, decora- 
tive finishes so neces- 


to-the-minute articles. 

This Paasche Air- 
brush achieves a 
magic blend and an 
amazingly smooth finish in coloring, antiqueing, stippling, 
stenciling, veiling and tinting any articles requiring a “sell- 
ing finish.” We have in mind such articles as lamp shades, 
fish baits, pennants, book covers, ladies’ slippers, silk waists, 
ribbons, and, of course, for use in touching up the larger 
articles such as automobiles, trucks, furniture, etc. 

This new Paasche airbrush can not clog, has a triple 
action, produces from fine line to wide fan spray, and is fully 
guaranteed by the manufacturer, the Paasche Airbrush Co., 
Chicago III. 





sary with latest up-- 


RNAI 


2 
\ 


e@ 
ree 


* 
\ 


ANNAN 


ANANAINE 


NA? 


Va 


ANASA 


= e 
Q \ e@ { e 
- wee . 


A 


Cc 
ve 


e 
( 


fee 
ee 


. 
( 


eo @ 
ree 


eC A 


THE DISPLAY WORLD 


35 


Christmas Splendor is 
Reflected in 


Mirror Mosaic 


Its Sparkling Radiance Will 
Attract Your Christmas Trade. 


A beautiful stock line of Mirrored Xmas 
Wreaths, Candle Braces, Santa Claus 
Heads, Xmas Trees, Mirrored Vases, Mir- 
rored Screens, Revolving Mirrored Balls, 
and general Xmas Decorations. 





This selection is a leaping crystal deer, 5 ft. 
high, 51 in. wide. It is most effective in design 
and brilliancy and will fit in with your general 
X-mas decorations, both in window and toy de- 


partments. The entire surface is completely 
covered with small pieces of mirror. 


Wonderful Night Displays Created Under 
Colored Spotlight Reflectors 


Special attention given to individual win- 
dows, toy departments and exterior Xmas 
displays. 


Catalog Sent Upon Request 


ALEX HALL STUDIOS, Inc. 


315 West 47th Street New York City 
Telephone: Longacre 7036 
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- Window Designs for Armistice Day 


How Raleigh (N. C.) Displaymen Paid Tribute Last Year to the 
Victors of Chateau Thierry and St. Mthiel 


HE contribution to humanity which was 
contained in the sacrifices and trials of 
American soldiery during the World 
War is universally acknowledged on 
Armistice Day. Nor is this a day of re- 
joicing only for America, for in the home lands of 
her allies and her foes it typifies a moment when the 
anguish and the travail of a world, brought to the 
brink of desperation by organized terror, was dis- 
spelled. The swiftly advancing years are already be- 
ginning to dim the memories of war time, the hasts 
of men in khaki, the white clad nurses, the machine 
shops working night and day to turn out shells and 
guns, the clothing factories swamped with orders for 
uniforms, the demands of a great army finding re- 
flection in hurried manufacturing in nearly all lines 
of industry. Youths who have grown up since the 
war know little of the stern repression of the hour, 
the fear and the mistrust with which civilians re- 
garded each other, the quest for spies, the blasts of 
propaganda, the furious “Liberty Bond” drives. ‘hey 
will never know the sinking spirits with which 
America heard the news of the last German thrust 
when in a week Hindenburg regained all the territory 
that the allies had won at terrible cost in the cam- 
paign of the preceding year. They can never esti- 
mate the thanksgiving which followed the battle of 
Chateau Thierry, where Americans, in their first test 
of strength, smashed the Prussian offensive, and the 
last hopes of the Junkers. 

It is fitting that the American Legion and other 
service men’s organizations should convert the an- 
nual holiday to perpetuation of the memories of 
this period and adequate acknowledgment of their 
country’s debt to the soldiery. 

There is no more appropriate avenue to public 
interest than the window display, and it is reasonable 
to assume that in future celebrations scores of legion 
posts will adopt the plan used successfully in 1926 
by the Raleigh Post, No. 1, Raleigh, N. C., which 
added to the usual parades and addresses a contest 
for the displaymen of the city. 

“Flanders Field” was long ago immortalized in 
the despairing of war-time poets. “In Flanders Fields 
the Poppies Grow” will forever endow this world 
battlefield with a pathos that may be given fitting 
expression in the windowman’s portrayal. 

It was this theme that Louis Sitner developed in 
the window which won first prize in the Raleigh com- 
petition. The versatile display manager for the Boy- 
lan-Pearce Co., one of Raleigh’s leading stores, turned 
for inspiration to the shrine of the “doughboy,” the 
“Unknown Soldier’s Tomb” at Arlington National 
Cemetery, and built a replica of this melancholy 
memorial within the glass panes of his display space. 
Around it he contrived a setting in which the green 
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Armistice Day Display by W. R. Harre, Maas Bros., 
Tampa, Fla. 


turfed cemeteries of Flanders were imitated, rows of 
crosses in traditional white standing out vividly while 
scores of poppies from every side thrust their blood- 
red blooms upon the eye. 

The committee of judges, which consisted of the 
mayor, a prominent society woman, the secretary 
of the Chamber of Commerce, the secretary of 
the Merchants’ Association and the managing editor 
of a Raletgh newspaper, awarded the first prize to 
the Boylan-Pearce Co., arriving at their decision 
without difficulty. They awarded the second prize to 
the Boon-Iseley Drug Co., which had installed a dis- 
play in which many of the same ideas were employed. 
Honorable mention was also given to two other 
stores, one of which was not entered in the prize com- 
petition. 

At Framingham, Mass., Louis Moulton, display manager 
for Benoit’s, won distinction last year with a beautiful por- 
trayal of a dove hovering over a white cross. Above hte 
cross rose a rainbow arch bearing a gold star. Near the 
grave, which the cross surmounted, was a white marker 
upon which was painted a bit of original poetry expressing 
the sentiments of the day. 

The arch, cross, dove and board were pure white. The 
lettering was done in black. A gold border, one-half inch 
wide, added materially to the effect of the white poster 
board, which was placed six inches back of the arch frame- 
work, and was backed with folds of purple velour. A con- 
cealed light with a red bulb was placed behind the top of 
the arch where the gold star appeared. The mound was 
covered with green and brown moss, upon which was laid 
a Victory wreath of very dark green leaves. The silk flag 
shown near the head of the grave was kept in motion by a 
small fan concealed behind the arch. All of the lights were 
red, except one, which was white. 
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HIRSCH 
INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 


Amsterdam (Holland) 





303 Fifth Avenue, New York City 
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| Statuary Bronze Plated Finish 
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” ” 
(7” x 11” Card) 
% No. 324 | 
| Furnished in 9, 12 and 15- 
| inch heights.. Has heavy | 
| 5x6” casted base. Frame | 
| 


(11” x 14” Card) 
No. 324-A 


Extra heavy frame fitted to 
standard with indestructible 
brass connection. Uprights 
are 9, 12 and 15 inches high. 
Cast iron base measures 5x6”. 


$13.00 Doz. 


riveted to upright. 


$9.00 Doz. 





1121 W. Washington Blvd. Chicago 








These Are Two Wonderful Values _ 


| 
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THE D. J. HEAGANY MFG. CO. 















Cfrutulife 
men command 
attention 


Wax Figures add that 
touch which 
Sells More Goods 


Chrutulife War Produch (0. 


24 Erie Street 


MILWAUKEE, WISCONSIN 
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How | Handle Furnishing Windows 


Plain Backgrounds Best Conform to My Ideas, and Foliage and 
Flowers Are Sparingly Used—Grill Panels Sometimes Practical 


By A. J. RITTER 
Display Manager, B. R. Baker Co., Toledo, Ohio 


N my experience as a displayman I have 
tried many kinds of window back- 
grounds, and several years ago I thor- 
oughly convinced myself there is noth- 
ing to equal a plain background for a 

high-class men’s wear store. It may be of wood, velour, 
or one of the numerous fabrics which are obtainable 
for such purposes today. Of course, there are some 




















exceptions to all rules. Occasionally I use grill panels 
which may be covered with plush, tapestry or other 
fabrics which harmonize with the merchandise dis- 
played. Our windows are of natural black walnut 
finished in a dark velvety effect. Every window has 
removable back panels. In cases where dark mer- 
chandise is shown I sometimes use a grill panel 
covered with a harmonizing plush or a plain tapestry 
panel. Sometimes I use a light 
- or dark center panel displaying 
the Hart, Schaffner & Marx 
trade-mark, or one displaying 
our own trade-mark, and I ‘be- 
lieve they are effective. 

We use flowers sparingly 
and only when they are in di- 
rect harmony with the mer- 
chandise shown. It is my 
opinion that many displaymen 
overdo their decorations. *Tis 
true that sometimes they make 
a beautiful window, but in 
many cases the decorations will 
rob the merchandise of in- 
terest. I might add that about 
the same idea is carried out in 
our show cards. Usually dark 
cards are used with white let- 
tering. Little decorations are 
used, then only when they 
have a trend to the mer- 
chandise. 

In handling shirts on forms, 
I draw them taut over the bust 
and bring the surplus down 
around the pedestal in a tight 
and shapely twist. Sleeves are 
pinned to the front of the gar- 
ment with cuffs erect. When 
shown on boards, the sleeves 
are folded and arranged in a 
puff on top of the shirt. Ties 
are arranged to extend a couple 
of inches beyond the end of 
the board. The details can be 
grasped readily by inspection 

(Continued on page 77) 





THE STYLE BAKER USES.— 
Top, “Fathers’ Day” Neckwear; 
Center, Unit Trim of Neckwear 
Shown Before Parchment Panel; 
Base, Well-Planned Shirt Window. 
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The above Background splendidly typifies the character of work that progressive Displaymen are able to 
produce with the speedy and accurate aid of the Cutawl. This was designed and cut out of Upson Board 
by H. G. Walker, Display Manager of the Hub, Wichita, Texas—whose letter is quoted below in full. 


“Withoutthe Cutawl we would not have attempted 


this kind of work at all}’ writes Mr. Harry G. Walker 
Winner of the Fourth Prize in the Cutawl Contest 


“In regard to the background above, the whole job was executed with the miracle ma- 
chine, the Cutawl. The little windows, the shutters, in fact, everything that had to be cut, 
was made of Upson Board and cut with 


THE INTERNATIONAL 


CUTAWL 


“For without this machine we would not have at- would cost if bought outright or made in any other 
tempted this kind of work at all. manner. I don’t consider the Cutawl expensive. It 
will save its original cost the first season. Then 
one has years and years of good service at no cost 





“I cannot attempt to give the Cutawl the praise 
that it deserves. I would not know how to begin 


to do so. There is no end to the tasks that it can at all. 

be put to, and the thing that I like best of all is “I heartily recommend the Cutawl,-and if there 

that when a piece of work is finished it is finished is any doubt in anyone’s mind as to whether to buy 

sure enough. It needs no sandpapering or polish- the machine or not, I say buy now. You will never 

ing of the cut edges. This alone is a great saving ‘regret it.” 

of time in the finishing operation, to say nothing , Sincerely yours, 

of saving in cutting of the raw material in the ° 

first place. HARRY G. WALKER. 
“Elaborate backgrounds and cut-outs can be pro- Display Manager, “The Hub,” 

duced with the Cutawl at a fraction of what they Wichita Falls, Texas 


Progressive Displaymen everywhere are invited 
to test out the Cutawl on a 15-day Trial 


Nothing that can be said or written can so surely. quickly and convincingly prove the extraordinary time 
and labor-saving value of the Cutawl as will a simple trial of the machine. To this end, we invite displaymen 
everywhere to avail themselves of our 15-Day Free Trial offer. Write today. We shall be glad to send full par- 
ticulars by return mail. Address: 


THE INTERNATIONAL REGISTER COMPANY 
17 South Throop Street, Chicago 
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A Tie-up that took the Town by Storm 


Willard Bergy Packs Streets of Battle Creek With Spectators When 
Legion Delegation Marches to Unveiling of Patriotic Display 


3y CHARLES R. ROGERS 











EIZING the op- 
portunity to con- 
vert departure of 
American Legion 
delegates to the 

Paris convention to the ad- 

vantage of his store, Willard 

A. Bergy, display manager 

for Schroder Brothers, Battle 

Creek, Mich., recently staged 

a patriotic demonstration be- 

fore the store building that 

attracted city-wide attention. 

Single-handed, he launched 
the movement for a gathering 
of ex-soldiers and carried it 
through to conclusion in a 
fashion that won columns of 
publicity in the local press 
and impressed the _ public 
with the civic pride and enter- 
prise of his firm. 

The national campaign to 
raise funds for restoration of 
the Constitution, first of 
American battleships, gave 
the display manager the idea. 
After a bit of maneuvering, 
he secured the original paint- 
ing of “Old Ironsides” and 
arranged with the Legion 
Drum Corps for a farewell 
ceremony to be conducted in 
front of the store when the 
picture was unveiled in the 
windows. 

Battle Creek warmed to the 
idea. A stand was erected 
before the store and fitted 
with loud speakers. A pro- 
gram was arranged and a 
corps of the district’s legis- 
lative representatives secured 
as speakers. 

On Wednesday evening, 
September 6, the drum corps, 





JUST AN ORDINARY TRIM.— 
But Bergy made the “Old Iron- 
sides” showing the magnet for a 
patriotic outpouring; the window 
appears at the base of the illus- 
tration; above it are examples of 


Bergy’s Fall Opening Displays. 


—— — 
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a crack organization that has won prizes in numerous com- 
petitions, paraded through the business district and halted 
before the speakers’ stand at the Schroder store. Here was 
gathered a group of the city’s notables, including Congress- 


man Joseph L. Hooper, State Representative Verner W. STILL---ANOTHER 


Main and Mayor John W. Bailey. 


Thousands filled the streets and cheered the blue-clad 

drummers and fifemen as they swung past, marching the ansha 

length of the block and back again to the stand. The pro- 

cession began promptly at half-past seven when the throb of 

drums was heard as the corps started from the Elks’ Temple 

and turned east on Main Street, moving through crowds that CREATION 
jammed the street from curb sto curb, their progress made 
possible only by the energetic work of a squad of police. 

When they had halted before the speakers’ stand and 
played a program of marches, State Representative Main 
extolled them as good-will envoys of the entire state to the 
Paris convention. Commenting on the appropriation by the 
Michigan Legislature to provide for their expenses, he de- 
clared that every farm, factory, mine and home in the state 
r was vitally interested in their trip and that they went as 
representatives of a state with one-tenth the population of 
France and one-fourth of her area. 

Mayor John W. Bailey lauded the men as citizens of 
| Battle Creek and wished them Godspeed. Congressman 
Hooper recounted Michigan’s part in the World War and 
declared that the legion’s assembly in Paris would constitute 
a pilgrimage cementing the traditional friendship of two 
republics. He concluded with a brief outline of the history 
of “Old Ironsides,” depicted in the painting in the Schroder 
window unveiled as he began to speak. Outlining the old 
ship’s glorious part in demonstrating American naval 
prowess, he concluded with an appeal for sale of copies of 
the picture by which funds for its restoration were being 
raised. 

When the picture was unveiled one of the buglers sounded 
reveille, and the throng before the stand turned to behold 
the visualization of America’s first battleship of the line, 
built after establishment of the republic. 

It was a proud moment for Mr. Bergy. In it he realized 
the fruit of several weeks’ of hard labor and patient effort. 
Correspondence with the authorities of the Boston Naval 
Yard, with the Pittsburgh department store which had last 
shown the picture, and conferences with legion and city offi- 
cials had preceded the celebration. Speakers had been con- 
tracted and publicly arranged, and all this Bergy had done 
without aid. The huge outpouring that witnessed the fare- 
well to the corps and the cooperation of the legislators who 
spoke gave him a personal triumph that has few parallels 
in display annals. 





NEW DISPLAY STAND BY HEAGANY 

The D. J. Heagany Mfg. Co., 1121 W. Washington 
Boulevard, Chicago, Ill., has recently added a new display 
stand to its many items. This 
stand is primarily used for 
display of bloomers, but many other lines 
of merchandise can also be effectively 
shown on this fixture. The Heagany con- 
cern has recently embarked on an elabo- 
rate mail campaign in conjunction with its 
trade paper advertising. According to an 
official of the firm this campaign is pro- aio 
ducing exceptional results. This house, > 
one of the oldest in its line, sells direct to HEIGHT 6-6 
the merchant. Their fixtures may be 
found in many of the leading stores 


throughout the country. Their slogan ° 
reads: “Your Order to the Mailman Means arrAba tudics 






















No Commission to a Salesman.” Live- 
wire merchants are beginning to see 


the tremendous waste in the sale of Cstimotes Gure 
display fixtures and this firm has capitalized on its slogan. will 6723 oo. 
| antha, 








Owing to the growth of the display service branch of his 
business, E. E. Ashworth has taken larger quarters in the 
Merchants Bank Building, Rochester, N. Y. 
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Showing How the Utility Operates 


Michigan Company Installs a Series of Departmental Displays 
Revealing to Jackson Patrons How Service Is Rendered 


HEN the Consumers Power Co. Building at 

Jackson, Mich., was opened on July 13, one of 

the conspicuous features of the interior was 

the number of displays scattered about through 

the departments. It was the desire of the com- 

pany to make this an “Exhibit of Progress” 

showing not only interesting displays setting forth the ad- 

vance which has been made in the production and distribu- 

tion of its service, but to show the way in which present-day 

service is carried on. Many manufacturers throughout the 

country have sent models of complete power and gas plants 

as well as of electric homes and many of the pieces of equip- 

ment which are found in the power stations and gas plants. 

Some of these exhibits were originally built by these manu- 

facturers for use at the Sesquicentennial Exposition at Phila- 

delphia and loaned to Consumers Power Co. especially for 
this occasion. 

In addition, many of the departments of Consumers 
Power Co., as well as Commonwealth Power Corporation of 
Michigan, had prepared displays dealing with the work of 
each department so that as a visitor went through the build- 
ing he became acquainted at first hand with the many oper- 
ations of the electric and gas system throughout the state. 

Among the many interesting exhibits on the various 
floors were: Tanks of live fish of the species placed in vari- 
ous rivers by Consumers Power Co., near its dams. This 
exhibit has been sent to Jackson through the courtesy of the 
State Conservation Commission. Here also was an exhibit 
of baby pine trees secured from the state nursery, together 
with other interesting sidelights on reforestration. A large 
map in this exhibit showed at a glance the many locations 
throughout the state where the power company had planted 
millions of fish and thousands of pine trees. 

A historic display showing the development of the incan- 
descent light from the time of Edison’s first small lamp up 
to the present day had been sent by the Edison Lamp Works. 
This exhibit also included lamps which indicated the great 
extremes of lighting, varying from the small “grain of wheat” 
lamp used in surgical work up to the mammoth lights used 
for guiding aviators, such as are familiar to Lindbergh and 
his associates in the air mail service. 

An interesting example of how a person’s eyes may be 
deceived by the speed of moving objects under different light- 


of ° 7 wes 








An Exhibit Depicting the Work of the Lineman 


ing conditions was also prepared. Display Manager G. W. 
Westerman, of Jackson, had also arranged a display to indi- 
cate progress in street lighting, beginning with one of the 
old original gas lights used on the streets of this city and 
leading up to modern high efficiency street units. Pictures 
showing typical modern lighting installations in stores and 
factories were also on display. 

Through the courstesy of the General Electric and West- 
inghouse companies visitors saw two interesting models used 
at the Sesquicentennial Exposition. These showed in minia- 
ture, a model electric home and a model electric apartment 
in a way to delight children were they to have these for doll 
houses. In these models everything necessary to home com- 
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An Aisle of the Sales Floor Showing Interior Displays Arranged by G. W. Westerman 
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fort had been made in miniature, even to small fans which 
actually ran. An elaborate display of home conveniences 
had also been arranged. A number of appliances of a special 
nature had been specially loaned by manufacturers for the 
opening event. Among these was a reading lamp valued at 
$3,000, which was designed and built for a special order and 
loaned by a prominent lamp maker. 

On the tenth floor, which is occupied by production, trans- 
mission and construction departments, was an unusuaily com- 
plete arrangement of the many features dealing with power 
plants and the transmission of electric service. Probably 
the most spectacular of these exhibits was one which created 
“artificial lighting,’ giving one an idea of the tremendous 
energy which surges through the power lines reaching from 
city to city. To a person standing on the ground, it is diff- 
cult to realize the size of the towers and of the lines which 
appear to be small threads. A top of a typical transmission 
power was assembled, and the insulators and copper line had 
been attached, together with a display of all the various 
kinds of wire, cable and conduit which are necessary in the 
vast work of bringing electricity to the user. An interesting 
group of safety devices employed by the company for the 
protection of its workers and for the protection of its cus- 
tomers was also set up. The feature of this department 
was the load dispatcher’s office, which was in operation. Here 
was the dispatcher at his desk with the great map of the 
system before him and at hand the telephone and radiophone 
instruments which keep him in instant communication with 
the great network of power plants throughout the state 
under his constant direction so that every hour of the day 
and nights these plants are regulated to provide the neces- 
sary flow of power to Jackson and some 250 other com- 
munities. 

On the eighth floor, as well as in the district office, were 
located the exhibits showing the work of the gas depart- 
ment. Many manufacturers throughout the country had sent 
exhibits for this department, including models of gas plants, 
coke ovens and water gas sets. Meter displays also showed 
the workings of the meters and were accompanied by col- 
lections of the various kinds of pipe and instruments used in 
distributing gas. An exhibit of the byproducts, including 
coke and tar and other chemicals resulting in the manufac- 
ture of gas, were here to convey to the spectator the informa- 
tion that from the lowly piece of coal used in producing gas, 
there also come byproducts which find their way into the 
manufacture of widely different articles of perfume and 
explosives. 

On the sixth and seventh floors, occupied by Common- 
wealth Power Corporation of Michigan, was a complete and 
interesting collection of displays showing the vast detail be- 
ginning with the surveys before a plant is built, the research 
test of materials, the design of the equipment, and the 
making of the plans. Here, too, manufacturers had gener- 
ously contributed special equipment for the pleasure of 
visitors. Models of the giant turbines which were used in the 
great waterpower plants, a model of a mammoth 65,000 horse- 
power steam turbine generator, model of the coal powdering 


equipment recently installed in the Kalamazoo power plant, - 


and the first of its kind on the Consumers system—all were 
here. In the engineering library were a number of photo- 
graphs of power plants of the Commonwealth Power system 
in the design of which it had been associated. together with 
a comprehensive exhibit of the work necessary in the draw- 
ing of plans and making of blueprints. In this connection the 
blueprint machine will be in operation. A full-sized model 
of a distribution system, including the pole, circuits, trans- 
former and service line to the house was set up. 





PAASCHE OPENS CINCINNATI BRANCH OFFICE 


The Paasche Airbrush Company, Chicago, IIl., announces 
the opening of a sales and service branch at Cincinnati, 
Ohio, under the direction of H. H. Evers, manager. This 
branch will be known as the Paasche Airbrush Company, of 
Cincinnati, and will be located at Wade Street, Flint Street 
and Southern Railroad. A complete stock of the famous 
Paasche air devices, including portable painters, airbrushes, 
etc., will be maintained at the Cincinnati office. 


Spot and Flood-Light 
Christmas 
Displays 


with Flood-o-Lite Jr. 


Th’s wonderful Spot and Flood Light 
is made all the more desirable because 
it can be used on the floor, or attached 
to walls, ceilings or transom bats. It is 
a portable unit with combination base, 
which may be conveniently moved from 
one window to another or to any place 
in the store. 


Flood-O-Lite Jr. is easily and quickly 
assembled without the aid of any 
tools. Guaranteed for “A Lifetime of 
Service.” 


Furnished Complete 
with 4-Color Films 


and Attachments 


FLOOD-O-LITE JR. is equipped with 
combination base, which provides a 7-inch 
weighted portable base for floor use or a 
3-inch flange base for attachment to wall, 
ceiling, or transom bar. Furnished with 
guaranteed Sterling Reflector, four color- 
lites and attachments, 5-foot cord, and 
separable plug for connection to any ordi- 
nary electric light socket. Unit can be 
easly and quickly as- 

sembled. Finished in rich $ .00 
Indian Brown’ Enamel. 

Price complete............ 


Reflector & Illuminating Co. 

Representatives in All Principal Cities 
1413 WEST JACKSON BLVD. 

CHICAGO U. S. A. 
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Garbing Hardware for the Holidays 


A Gorup of Settings Used Successfully Last Year by Able Displaymen 
That Suggest Plans for Thanksgiving and Christmas 


ETYTINGS for the holidays will soon be 
subjects of concern to the hardware 
displayman and his “boss,” and as both 
are wMiterested in capitalizing fully the 
business opportunities of the autumn and 

early winter, they will want sound and practical ideas 

that can be worked out inexpensively. 

Christmas is still quite a distance away, but plans 
for appropriate windows should be under considera- 
tion. The more time taken in working out the de- 
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tails of these trims, the more profitable they are likely 
to be. Thanksgiving is much closer and it offers 
peculiar advantages to the hardware store. Always 
associated with a bountiful spread, it provides an occa- 
sion for the exploitation of cooking utensils, silverware, 
and a host of housekeeping accessories. 

The house which intends using a crepe paper back- 
ground for its Thanksgiving display will find valuable 
hints in the model window designed last year for the 
Hall Hardware Co., of Minneapolis, Minn., by their 
advertising manager, G. M. 
Broderick. This wholesale con- 
cern supplies a host of north- 
western merchants and aids 
them from time to time with a 
window service that is com- 
plete as to details. Trims are 
furnished with plans, color 
schemes are outlined, and the 
character of the goods to be 
shown indicated. 

Mr. Broderick’s Thanksgiv- 
ing window was designed to 
promote the sale of roasters, 
cutlery and poppers. . The 
decoration consisted wholly of 
crepe paper, colors being care- 
fully chosen to harmonize with 
the requirements of the season. 

“Mother Nature has taken 
off her green coat and has 
donned her beautiful fall coat 
of gorgeous coloring,’ Bro- 
derick says in a descriptive 
circular sent to his dealers. 
“We find golden corn, reddish 
brown leaves, and days short- 
ening into golden sunsets. All 
of these colors are used in 
the background, rivaling old 
Mother Nature’ in all her 
splendor.” 

Light brown drapes appeared 
in the wings, while the light 
brown waved center panel in the 
background was flanked by ang- 
ling strips of light orange paper 


Sd 


ATTRACTIVE AND FRUGAL. 
A Trio of Inexpensive Displays: 
Top, Christmas Setting by Herbert 
Merrill; Center, Crepe Paper Back- 
ground and Thanksgiving Trim by 
G. M. Broderick, Hall Hardware 
Co., Minneapolis, Minn.; Base, 
Thanksgiving Design by Carl 
Haecker, Burke Hardware Co., 
Waukegan, Il. 
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used in the wing drapes. At the top of the background = ((°""S="=======ssi=ssssssisstssss SS ; 


was a special Thanksgiving border showing a proces- . 
sion of gobblers, while cut-outs of these birds were Price Tickets and 
4 
Display Cards 


placed below this border toward the top of the sec- 
tions of the permanent background flanking the 

We make them in all sizes with single borders, 
double borders, and with gold bevel edges. 


orange drapes paralleling the center panel. For the 
valance, a special Thanksgiving paper was used. The 
ORDER NOW FOR FALL AND 
HOLIDAY REQUIREMENTS 


total cost of the material when purchased through the 
Stock sizes, 8-ply white with two borders. 
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Hall Co. was $1.58. 

Displaymen prepared to use more costly deco- 
ratives will be interested in the holiday display con- 
ceived and executed by Carl V. Haecker, sales promo- 
tion and display manager for the Frank. Burke Hard- 






















































ware Co., Waukegan, Ill. This showed a variety of rg 29/4" _....- $0.80 per 100 
timely items, and was embellished by an elaborate | a, i : . v3 Q per rH 
three-panel display device furnished by a national ad- _ : oe 1.00 100 
vertiser. Mr. Haecker uses these frequently as a a ee 1.40 on 100 | 
means of brightening and enlivening his windows, 4 "x 6” ... 1.40 per 100 
and, in this instance, the strength of his arrangement 5 “= 7 *.......... Ieee 
is convincing evidence of the soundness of his policy. : i 3.00 per 100 
The goods shown are so arranged that they can be ‘ 
readily seen, and price tickets placed on each piece | Other Sizes Made to Special Order ‘ 
renders it easy for the passer to absorb this vital 
information. This is a feature of Haecker displays Dilehount Weees the Abows Delete 
and is deemed so important that he seldom permits a 10% in Lots of 1,000 Cards or More 
window to be completed without resort to them. 
ais ae é we Manufactured by 
To assure a complete association with the spirit 
of the holiday, he used turkey cut-outs for price R. MARCHETTI & BRO. 
tickets as a means of adding life and attractiveness 80 FOURTH AVENUE NEW YORK CITY 
to the spectacle. Send for Samples 
During the 1926 holiday period, Herbert Merrill, : 
then display manager for the Smith-Winchester Co., SRL ER RENNER 
of Jackson, Mich., installed a special Christmas back- 3 3 
ground that brought excellent results. Three times Poosnsnesne Fabrics Enhance Rennes 
4 
4 
4 


Window 
Displays 


MAHARAM FABRICS | 


Manufactured at Our Own Mills 

Serve as a background of quality for the article displayed. The 
colors and designs are distinctive and original. Our NEW 
FABRICS will make your AUTUMN DISPLAYS unusually 
attractive and help increase your sales through your window. 
Inquire about our Special Fabrics for CHRISTMAS DISPLAYS 

Displaymen Everywhere Use Maharam Fabrics 

Our prices will save you money. Send for Samples. 

Fixture dealers desiring to handle our line—write us. 


MAHARAM TEXTILE CO. 


107 West 48th St., New York City Phone Bryant 2511 


during the weeks between December 1 and Christmas 
complete changes in trims were made, and, after the 
first week, daily changes were necessary as item after 
item had to be withdrawn because custom developed 
so fast that stocks were exhausted. 

Of his displays Mr.. Merrill said: “The color 
scheme in the background was green and white. The 
white of the background was made entirely of cotton 
sewed on tarleton for stiffness, and was sprinkled 
with ground mica to give it the glistening snow effect. 
Over this was the red garland roping intermingled 
with holly sprays and poinsettia vines, and in the 
center background of each was an illuminated holly 
wreath. A large candle in each corner of the back- 
ground helped to lend a Christmas atmosphere. The | oo # 
foreground of the windows was also of cotton with a i ; H KA ID S 
spray of poinsettia here and there in the merchandise. 

“A considerable amount of time was necessary to That Will Fit 
get the background ready, but the volume of sales Over Your 
which we enjoyed made up for this many times over.” Regulation Dress 

: Forms No. 200 


Converting them into 
graceful mannequins 


Papier Mache—Washable 
Non-Peeling 


Send for literature 
No. 480-F—$11.75 each 
No. 200—$6.75 each 
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MODEL WINDOWS FEATURE BRAGER SALESROOM 
A large battery of dummy windows constructed in the 
salesroom of Brager Bros., Seventh Avenue and Thirty- 
seventh Street, New York, has won the attention of many 
merchants recently. This group of windows is presented as 
a series of store fronts and enables retailers to visualize the 
character of the firm’s offerings and the manner in which ANGLO DISPLAY FIXTURE CO. 
they set off cloaks and gowns. Press recognition of the ; 4 246 West 38th St, NEW YORK CITY | 
battery's value has been frequent. a eee at eee oe = 
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An Illuminated Replica of a Legion Button Was the Device That Won First Prize for the Shuff Electric Service 


Windows Welcome War Veterans 


South Dakota Merchants Vie in Contest to Express Good-will of Their 
City to American Legion State Convention 


By OPIE CHAMBERS 


Secretary, Chamber of Commerce, Yankton, South Dakota 


HEN the state convention of the Amer- 

ican Legion came to Yankton, S. D., on 

July 25, the Retail Merchants’ Committee 

of the Chamber of Commerce had pre- 

pared a spectacle of welcome that im- 

pressed the welcome and hospitality of the city upon 
the ex-soldiers in an incomparable manner. 

The retail business section in Yankton, as in all 
towns, the heart of the community, bore the brunt of 
the effort, and, through the energy and constancy of 
the committee’s efforts, was given the holiday aspect 
required for an event of patriotic nature. Mercantile 
show windows were bright with special trims designed 
to convey to the visiting veterans the interest and 
the respect which Yankton citizenship bore the war- 
riors of the Argonne and St. Mihiel. 

This united expression of friendliness was pro- 
duced by a window display contest featured by the 
committee and promoted by newspaper publicity and 
the personal calls. Prizes of fifteen dollars. t° 
lars and five dollars were offered for the best displays, 
inspiring sufficient interest to cause a spurt of win- 
dow trimming among dealers usually giving slight 
thought to their displays. Nights and Sundays before 
the awards were handed down, the displaymen were 
hard at work on their decorations. 


The judges were selected from the State Legion 
auxiliary by its president, Mrs. Cramer, of Volin. 
They were: Marguerite Mannagh, Pierre; Mrs. J. W. 
Wilcox, Hot Springs, and Florence Paullin, Mitchell. 
Each of the trio spent her time freely in surveying 
the displays and the prizes were distributed to stores 
receiving their approval for careful planning and 
execution. The first prize went to the Shuff Electric 
Service, which featured a replica of the legion mem- 
bership button, illuminated by electric lamps set 
around the border of the plaque. A multitude of 
paper streamers ran from the rim to the pane of the 
window, and behind these appeared groups of the 
goods stocked by the store. The second prize was 
awarded to the Ibac Jewelry Store, while the third 
was taken by the City Drug Store. 





DISCOVER NEW METHOD FOR STAINING GLASS 


Staining glass without cutting and attaining perfect 
replicas of antique stained and leaded glass is an accom- 
plishment recently announced by the Eastman Brothers’ 
Studios, Inc., New York City. 

Glass paneled French doors may now be endowed with 
the beauty of glowing colors combined with well-executed 
designs in keeping with architectural and period require- 
ments. This innovation is expected to open a new channel 
for decorative effort and to greatly stimulate the use of 
stained glass in the American home. 
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Display As It Affects the National Advertiser 











Buying and Placing Display Material 


Distribution by Salesmen Gives Chicago Packer Two Weeks’ Show- 
ings—“Gets It’ Sends Units on Request—How Sets Are Bought 


I. believe that display material is of value 
and effective in increasing the sale of 
goods,” says the spokesman for a Chicago 
packing concern with national distribution. 
“Not having exclusive dealers, our display 

advertising material is used by the retailer who sells our 
goods. We find that the acceptance of it is showing a 
constant increase from year to year because of more 
interest of retailers in display materials to tie up with 
national advertising. 

“Ninety-five per cent of our display material is dis- 


tributed through our salesmen, and also installed by 


them. The average length of 
window displays in which our 
advertising material is used is 
from ten days to two weeks. 

“The origin of our display 
material is from three sources: 
(a) From our advertising de- 
partment; (b) from our sales- 
men; (c) from outside sources. 
All of our advertising material 
is .purchased direct and not 
through an agency. Quite often 
pieces are designed from our 
advertising department, but 
otherwise from outside sources. 
We do not consult practical dis- 
play counsel in designing our 
material, because in the main 
their knowledge as to what we 
require is not suitable. Occa- 
sionally we use dummy windows 
in planning our window dis- 
plays.” 

“We have installed quite a 
number of ‘Gets-It’ displays in 
some of the leading cities of this 
country, but it is our usual plan 
to only send our displays to 
those dealers who request them,” 
says Don F. Stephen, of Gets- 


PUSHING CHEESECLOTH. — 
How the Lewis Co. Is Promoting 
Its Product: Top, Dealer Window 
of “Curity” Cheesecloth; Base, a 
Sales-Making Ledge Display. 





It, Inc., Chicago. “By limiting the mailing of the ma- 
terial to these dealers and with our system of follow- 
up, we believe we eliminate a good deal of the waste and 
chance of not having the material used. 

“Since we took over E. Lawrence & Co., we have 
been buying our lithographic material from a promi- 
nent lithographer. Their representative has proved 
very helpful in helping us to decide upon the kind of 
material we should use. 

“Before we make a contract to have a number of 
displays installed in any territory, it is customary to see 
a sample of our display put in by an installation service. 
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We believe that this practice is usually followed out by 
a number of installation bureaus, which voluntarily 
make this offer.”’ 

“We have no set method for purchasing display ma- 
terial,’ says L. B. Richard, of the advertising depart- 
ment of the Western Clock Co., La Salle, Ill. . “Some 
times we know exactly what we want, and then, again, 
suggestions are brought in and worked over until they 
fit into our selling plan. 

“Our advertising department does not make a prac- 
tice of consulting any outside display counsel in design- 
ing pieces. Dummy windows are not used in planning 
our displays.” 

“Several years ago cheesecloth was unbranded, had 
no identity of its own, and was considered by buyers of 
all types of retail stores as the tag end of the white 
goods line,” says Lawrence Davis, advertising manager 
of the Lewis Manufacturing Co., makers of ‘Curity’ 
brand of cheesecloth. It was always kept under the 
counter or on the top shelf, but it was always in stock. 
Retailers gave very little thought to cheesecloth. There 
was always a small but steady demand and a fairly 
generous profit in it for the store. 

“Some years ago our organization attempted not 
only to brand cheesecloth, but to package it in attractive, 
sanitary packages. The trade, both wholesaler and re- 
tailer, was slow to accept a new merchandising idea on 
this product. It has taken some years to secure the 
merchandising interést of department managers, but 
more recently cheesecloth has been looked upon as a 
medium for increasing profit for the department 
through the increase of volume sales. For three years 
our company has been offering cheesecloth displays with 
increasing success. Well-known stores have used these 
displays in connection with window, counter and ledge 
displays, and many have gone so far as to keep Curity 
cheesecloth in its attractive package as a permanent dis- 
play on counter or shelf. Others are using Curity 
cheesecloth as a frequent suggestion item for the de- 
partment. Asa result of fairly aggressive selling work 
over the last three years, Curity cheesecloth may be seen 
in the leading stores in Canada and the United States. 
The small store reached by the wholesaler is beginning 
this year to appreciate the value of Curity cheesecloth 
and its display possibilities. One of our slogans has 
been, ‘Every Person in Your Community is a Prospect 
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The Cool Color Display Used by Grant Gibson to Stimulate Candy Sales of the 
Tru-Blu Biscuit Co., Spokane, Wash. 
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for Cheesecloth,’ and we have attempted through pack- 
age enclosures and booklets for counter distribution to 
help the retailer sell more Curity cheesecloth to more 
people. 





au 


mercantile 


Welch Grape Juice Model Display for Dealers 


‘Reports from the thousands of displays now in the 
field indicate that displays of Curity cheesecloth increase 
the sale of cheesecloth anywhere from 5 to 60 per cent.” 


Beating Hot Weather r With Display 


How a Spokane Candy Distributor Combated a Summer 
Lull with Cool Color Windows 


By GRANT W. GIBSON 
Display Manager, Tru-Blu Biscuit Co., Spokane, Wash. 


UMMERTIME and early fall constitute one of the 
hardest seasons of the year in which to interest 
the passerby in candy and cracker displays, as 
they are both cool weather items. The psychology 

of color plays an important part in displays of this sort. 
Naturally, if you see a window trimmed in red, orange, or 
any of the warm colors, and the day is hot and sultry, you're 
warm under the collar, and you pass up that window, as it 
makes you feel warmer. 

Now, farther down the street you see a candy or cracker 
window trimmed in blue and gray, which I have found very 
effective for warm weather (any of the cool colors are good; 
I'm just partial to medium blue and gray, which work to- 
gcther admirably). As the window seems to have a cooling 


_effect, you'll probably stop to look it over. 


One of the most effective windows our display department 
ever put in was in a drug store that featured our line of 
candy. Our trade-mark on this 
particular line is a knight astride 
a huge, white horse. This we re- 
produced on a cut-out of wallboard 
and painted natural colors. The 
knight’s armour was a cold steel 
gray. The horse was white, with 
blue trimmings and saddle. The 
background was a deep green, 
shading lighter to the front, giv- 
ing the effect of a cool green forest 
with the knight riding through it. 
At night a blue-colored spot was 
used to give a moonlight effect. 
This succeeded in stopping eight 
out of ten who passed. Hard candy 
in glass jars was featured, and the 
store reordered twice during the 
week the window was in. Unusual 
show cards will also do their share 
in making the passer buy. 
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_ HereisaNew | 
Winning Combination ) ; 
Hand Wrought Iron and Solid Walnut | AA 


New, yet already displaymen everywhere are sponsor- 
ing this charming idea which is featured in 
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Reg. U.S. Pat. Off. 


| Display Fixtures | | 


i The graceful designs ofe 
in wrought iron blend 
with unusual effect 
with the gleaming > AN ¢ 
walnut. Merchandise 
in the display win- 
dow gains the effect 
of interior surround- 1, Drape Stand; 2, Millinery Stand; 3, Dress Stand; 4, Lingerie 
; A Stand; 5, Dress Stand; 6, Collar Stand; 7, Box Goods Stand; 
ings with these fix- . lewelry Stand. 
tures. 
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And that note of tasteful color Antique Rust are combined with 
brings out the richness of the mer- American walnut. Brown walnut, or 
chandise inharmony. Greenand Gold, Italian two-tone walnut. Any special 
Swedish Iron, Italian Polychrome or order is promptly filled. 


The Onli-Wa Fixture Co. | Seid for special circular 
i cin a cla a ke 4 for Styles, Prices and Full 
1—Costume Form 2—Coat and Suit St. Paul Ave. Dept. DW Dayton, O. Information 


Base Form Base 



































SOUTHERN SMILAX iF 


Extra quality, especially packed; extra 


quantity in case; always on $10 00 
tJ 


hand; per large case. 


Half Size, $5.00 
Grass Mats—Natural Green Color 


Extra fine quality ; $3 50 
e 


SOS AS CAG on noch Ase 
Per Dozen, $39.00 
Prepared Oak and Beech Foliage 
Green, brown, red; A40c 


3 to 4 £. lone: per Ibe ..2..eccce. 
Per Case, 50 Libs., $18.00 


Laurel Roping or Pine Roping 


Made round and full on heavy cord, four, 
five and six inches thick; per yard— 


12c, 15c and 20c 














Prepared Asparagus 
Short, per 100, 18 to 22” long... . $6.50 LARGE STOCK ALWAYS ON HAND. 


. ” PROMPT ATTENTION AND UICK 
Medium, per 100, 24 to 28” long. . 7.50 DELI Vea’ GITEE Ack OnE 
Long, per 100 LARGE OR SMALL. 


THE KERVAN COMPANY 


119 WEST 28TH STREET NEW YORK CITY 
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Name Winners in “Peter Pan” Contest 


Makers of Wash Fabrics Announce Awards in Competition 


on Their Products—Califorma Heads List 
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ENRY GLASS & 

Co., makers of 

Peter Pan Guaran- 

teed Fast Color 

Wash Fabrics, have 

just announced the winners in 

the big window display contest 

they have been conducting dur- 
ing the past several months. 

The contest was started last 
January and closed June 30, and 
was participated in by over 
three thousand leading retailers, 
representing every state in the 
Union. 

This contest has been making 
a remarkable stir throughout 
the trade, and the contestants as 
well as the advertiser are enthu- 
siastic regarding the results of 
has accomplished in the way of 
increased sales. 

The display consisted of five 
extremely attractive and modish 
dresses—three women’s and 
two children’s—made of Peter 
an fabric, and suitable display 
and advertising material to help 
make a telling’ window and to 
merchandise it effectively. 

Henry Glass & Co. state that 
the demand for this window 
display material far exceeded 
their expectations, and some of 
the letters they received from 
retailers reported an extraordi- 
nary stimulation of trade in 
many other departments of the 
stores as well as in the piece- 
goods department. 

The accompanying illustra- 
tions are typical of the effective 
use that many stores made of 
the attractive display material 
furnished. 

Three prizes were offered 
and fourteen honorable men- 
tions. The prize winners were 





A QUARTETTE OF WINNERS. 
Top, First Prize by A. F. Thimann, 
Ford Co., Watsonville, Cal.; Cen- 
ter, Third Prize, by C. M. Green, 
E. S. Burgen & Son, ‘Spokane, 
Wash.; Lower Center, Second 
Prize, by W. W. Ricker, Bush & 
Bull Co., Easton, Pa.; Base, Minor 
Prize, by A. W. Coates, Mertz Co., 
Torrington, Conn. 
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as follows: First prize, Mr. A. F. Thimann, display 
manager, Charles Ford & Co., Watsonville, Calif. ; 
second prize, Mr. W. W. Ricker, display manager, Bush 
& Bull Co., Easton, Pa.; third prize, Mr. C. M. Green, 
display manager, E. S. Burgan & Son, Spokane, Wash. 

Honorable mention cash prizes included Barnard 
& Bishop, Mt. Pleasant, Mich.; Brady-Waxenberg 
Co., Mr. C. W. Schearer, display manager, Rock Island, 
Ill.; J. L. Brandeis & Sons, Inc., Omaha, Neb. ; George 
H. Campbell & Co., Inc., Oswego, N. Y.; E. R. Casady, 
Mr. Arthur D. Abbott, display manager, Rushville, Ind. ; 
Clifford S. Cobb Co., Waltham, Mass.; Cooper’s De- 
partment Store, Fresno, Calif.; The F. & I. Dry Goods 
Co., Mr. F. Frandsen, Charlotte, Mich.; Johns Dry 
Goods Co., Mr. Arthur T. Carlson, display manager, 
Ft. Dodge, Ia.; C. W. Klemm, Inc., |Mr. R. B. Cox, 
display manager, Bloomington, Ill.; Lehmann Bros., 
Mr. O. A. Johnston, displayman, Oxnard, Calif.; Lis- 
chesky Dry Goods Co., Inc., Mr. Paul Teitz, display- 
man, Larned, Kans.; The W. W. Mertz Company, Mr. 
A. W. Coates, display manager, Torrington, Conn. ; 
G. W. Sligh, Darlington, S. C. 





Upson Prize Goes to McWilliams 


Display Manager for Candy Firm Receives Wall Board 
Maker’s Award for Display Stand Design 


WARD of prizes in the series of contests on uses 

of “Upson Board” conducted by the Upson Co., 

Lockport, N. Y., brought to J. A. McWilliams, 

display manager for H. O. Wilbur & Sons, Phila- 

delphia, the second prize in Class 3. This covered use of 

Upson board in stage settings, display signs, cut-outs and a 
wide range of purposes. 

Mr. McWilliams has charge of the staff of window in- 
stallation men who place display material for “Wilbur Choco- 
late Buds” and “Wilburmilk Chocolate” bars. After arranging 
for a date with the dealer, the display is installed for a 
period of two weeks. 

His entry in the contest was a display stand made of 
Upson board and used in quantities. Of his creation McWil- 
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liams says: “In its design I had to take into consideration a 
light yet durable material that would not warp, and also that 
could be taken apart easily for shipment. This material, I 
found after numerous tests, to be Upson board. 

“The letters used are also cut from Upson board with a 
fine band saw. We get far better results from Upson board 


” 


than from the kind ‘just as good but costs less.’ 





How the Stand Is Used in “Wilbur” Window Displays 


“In economizing on material we make one stand do for 
the two above-mentioned products; for example, if we are 
to intsall a ‘Wilbur Bud’ window we will use the side show- 
ing apricot color. If we are to install a Wilburmilk display 
we use the side showing the dark amber color. 

“I might mention that we travel a large crew of displaymen 
from our home office in Philadelphia, and at each of the 
branch offices we have at least two displaymen. Each of 
our men are responsible for eighty sets of display stands.” 

The stand consists of two cut-out uprights that are easily 
slipped together to form a firm and attractive standard for 
the cut-out panel on which the products are displayed. 

It is interesting to note that Mr. McWilliams recently 
installed a display at the National Confectionery Show, which 
was voted the best exhibit at the exposition. This display 
was made up entirely of Upson board, covered by thirty-five 
pounds of metallics. 
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The Stand as It Appeared in the “Wilbur” Booth at the National Confectionery Show 
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How the Alert Displayman Advances 


Observing His Merchandise and Preparing Himself for Greater 
Responsibilities Are the Requisites for Promotion 


By BEN ALLAUN 
Modern Art Studios, Chicago, Ill. 


(From a Speech Delivered to the Pacific Coast Association of Display Men’s Convention) 


BOUT two months ago, the display manager of 

a San Francisco store was sitting in his office, 

and I walked in on him. I didn’t try to sell 

anything; I just went in there and I started to 

talk to him. The telephone rang, and some 

poor fellow was looking for a job—a terrible 

situation. Did you ever look for a job when there wasn’t 

any? Well, that is what happened up there. So when the 

manager hung up the receiver, I said, “Gee whiz! It is tough 

for these fellows that get out of work and haven’t got any- 

thing to do. By George, 1 would hate to be that way. This 

is a terrible situation, to think of a displayman out of a job 

and unable to get anything to do here. He can go down the 

coast and he can’t get anything down south unless he has 

“something” the other fellow hasn’t got. And, believe me, I 

would have something to protect myself, a gun or the means 

of making a living outside of what I was doing if I lost my 
job. 

From my past fifteen years’ experience and contact with 
the display business, carrying me from coast to coast four 
times a year, I have been taught something. I have talked 
to a lot of the windowmen, and I have noticed a great many 
things in every store that I have ever worked in. 

I have a habit of shopping. I go up one aisle and down 
the other and down into the basement and up to where the 
elevator is (you will find displaymen in both places), and 
through my observations I have come to the conclusion that 
there is something else a displayman can do besides display. 
Some of them don’t want to do anything else except display. 

It reminds me of a vaudeville skit called “Two Black 
Crows,” and one of them says that he had to miss that steam- 
boat excursion—“I ain’t got no money.” “Well, if you would 
go to work, you would have some money,” and he answered, 
“If I could get work that I could find pleasure in, I would.” It 
always reminds me of some of these fellows that do not like 
to work. I may be one of those fellows. I don’t know. But 
I have always protected myself with something else besides 
the work I have been doing. 

Now, the first bit of advice that I can give you fellows is 
to “sell yourselves.” It is a protection, a self-protection. I 
believe from what I have seen that the average displayman 
only knows one thing, and that is to get up and get the 
merchandise and carry it down or have somebody else carry 
it down and put it in the window, then to dress the window, 
and stop there, or go and get a dress out of another window 
to take to some department, because someone recognizes the 
dress and buys it. Then he will put another one in that 
window, and that is the end of his work until Saturday when 
he goes to the pay window. 

Next Tuesday at half-past four the boss calls him in the 
office and says, “Well, we feel that we have got to have a 
little change here. You have been here quite a while, about 
ten or fifteen years, and we are going to give you two weeks’ 
or a month’s salary in advance, and we will help you get a 
job; oh, yes, we will give you a recommendation,” and lets 
him down easy. Fellows, it happened in this town in the 
last—not less than a year’s time. You know of it, no doubt, 
of a worthy man being edged out from his position. 

Now those fellows haven’t hardly got a “crutch.” I am 
sure of that. They haven’t got a “crutch” to walk upon and 
haven't enough to live on even. There is one case especially— 
I would hate to mention any names—but I tried in every way 
to give this fellow assistance, and I went into many a busi- 
ness man’s office on my trip back and forth across the United 
States trying to get a position lined up. I could get them, but 


after I did, this man couldn’t follow up because he didn’t 
have the railroad fare; he couldn’t make the grade. If that 
man, in all of his years of contact with that firm, had been 
an observer he would never have gone out of that store; he 
might have become a buyer of merchandise. 

I know one fellow in this profession in a little town, and 
I am going to give you his name very shortly. They call him 
a window trimmer. I should say a displayman, but they call 
him a window trimmer. This young fellow could hardly 
talk. He told me one day that if he had a parrot and the 
parrot talked as badly as he did, he would kill the bird. 
Well, this young fellow, whose name is Leo Harris, used 
everything from soap boxes up for fixtures to display mer- 
chandise. They wouldn’t give him much money to spend and 
he would get sore because he didn’t have any fixtures, and 
he could hardly make the grade, but he overcame it, and 
when he put a cake of soap in the window he smelled the 
soap, and he said, “Gee, it smells nice,” and when he put a 
dress in there he would feel the material and say, “Gee whiz, 
that is punk stuff; I don’t see how they get the money for 
it”; or, if it was good, “Wonder how they got it,’ and for 
the years that I knew Leo he never lost an opportunity to 
study the merchandise. He is a buyer in that same Wichita 
(Kansas) store today. 

The boss of the store said to Leo one day, “I want you to 
go to Chicago to buy a couple of carloads of soap,’ or some- 
thing, and now he buys soap. I think if he had that same 
parrot right now he would kill it, because he told me that 
“gag” recently. Well, that expresses in one measure the 
opportunity that you are passing up if you are not studying 
the merchandise that is sold in your stores. 

If you observe all of the merchandise and the possibilities 
you have of becoming familiar with it, you are just as likely 
to become successful as if you were to engage in any kind of 
business. You may say to the boss, “Oh, rats,” and you may 
get sore, but you will always find that the store usually needs 
good merchandise men more than good displaymen. I am 
not belittling the displaymen, but I am simply illustrating the 
possibilities that are passing by. 

If you are going to a ball game this afternoon, or to a 
dance tonight, if you are going to meet your “girl,” or going 
home to “wash the dishes,” observe all the things that you 
encounter in the store. Observe what merchandise comes in 
and get whatever information you can from those who work 
with you in the store, even from the janitor. Find out what 
kind of sweeping compound he is using on the store floor. 
It may grease the floor and some lady’s suit may be dis- 
colored. Some day you may be superintendent of the store 
and have charge of the janitors. You can’t tell. All of those 
things are worthy of consideration. 


Now, there is another situation that arises in merchandis- 
ing. I always felt that the display manager was as vital to 
the store as is the man who writes the advertising for the 
paper. Anyway, he will get the blame for the adman’s mis- 
takes. If the advertising doesn’t sell the goods, he will 
get the blame for it. The displayman, in my opinion, is 
on a par with and sometimes he is higher than the advertis- 
ing man. He has to stand the responsibility for the effect of 
his windows, their ability to move merchandise, and to turn 
it speedily. Suppose they have a sale on towels, wonderful 
Turkish towels. The department manager gives him 500 
towels and places 5,000 on sale. They look like they are 
worth the money but they don’t sell; they go back on the 
shelves and then down into the basement, or up into the store 
room, and the displayman is “out of luck.” He did not sell 
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the stuff, he gets the blame for it, and the first thing you — —SSE— — ~ 
know they have a new man on the job, and all probably be- | 
-_ ag advertising man didn’t know how to “put over” | KLEE FIXTURES Are the Best 
the sale. 
I have made a list of some successful displaymen who 

have gone to the top because they had something else in mind | for the Least Money 
and studied merchandise and every angle of their store opera- | 

tion, knowing that they were going to become old at their 

business, or because they wanted to improve and get higher 
and were seeking a higher measure of success than they could 
find in the display field. Here is Charles W. Morton, who is 
one of the shining lights of the organization. I remember Let Your 







when he was putting in handkerchief windows. I presume = 
; : Display 
at that time he was looking away ahead and was studying : ’ 
the materials as well as putting the goods in the window. Windows Be : 
Now, here is an example of keen discretion—W. L. Stens- Klee Fixed Write for 
gaard. He and I traveled on the road and made all the “tank Catalogue 


towns” from Oklahoma to Kansas. He and I used to see 
who would get there first. Now, that was eleven or twelve 
years ago and he was selling a line of tissue paper flowers, 
too. I can say at that time that Stensgaard was a 
live wire. I admit that he was. I thought that he was better 
than I was. I knew he was a live wire. He was a business 
getter and he got the business, and the first thing I knew he 
was working in some store out in Kansas and then he quit 
there and went up to Bloomington, Ill., and when he got up 
there he used to give me $1,500 orders and I used to get 
them all because I knew him pretty well. When he “got on” 
with the Stewart-Warner Corporation I was jealous. And 
here he is now doing what nobody else has ever done. He 
has gone out and pepped up his business. He has gone into 
a big business, and he has done it by himself. He stepped 
right in there and was a great success, and I will bet $1.50 
he knew what kind of sawdust they were sweeping the store 
with when he worked on a salary in Salina, Kansas. | KLEE DISPLAY FIXTURE CO., Inc. 

Here is a young fellow in El Paso, or at least he got back MANUFACTURERS | 
into El Paso. He was out here in San Diego. He had a | 172 Atlantic Ave. Rochester, N. Y. | 
small job, but he was also a live wire. He was on his toes. | 
I came there and he said, “This town is good, but I am only’ 
an assistant here: get me a job some place.” Of course, they 
are all assistants if they want jobs, so I went past El Paso 
and I told a friend of mine, an acquaintance in the store—at 
the White House store at El Paso—that Bradbury wanted a 
job and that I thought he would make a good man because 
he was alert. They sent him a telegram to come, and he went 
there and stayed for a while. Then he told me there was 
nothing there for him. I believe he knew his merchandise 
when he got in the store there and the boss told him, “We 
will give you a place upstairs as an assistant to our buyer,” 
and they sent him up there and he made good. Fellows, it 
was only three years ago. Observation! He had observed 
everythirg that went on in that store. 

There is a man in Cleveland, Ohio, whom I know well, 
Mr. McAbee, who is connected with the May Co. He went in 
there years ago and now owns the concession on fresh 


With Prices 























and artificial flowers. He went to his boss one day and said, 
“Gee whiz, the people are asking me how much these flowers ; and Mailing List Catalog 
are?” He figured the number of requests, and he said, “I think 
at if we we ave 2 2 ere, why, we c Gives counts and prices on over 8.000 
s Z é , , could do ; n c 
that if we would have a department he re, why, we could d po cole ge sealer Fane toll gl ayer © 
some business.” Now, Mr. McAbee is there and he put over what your business, in this book you 
that deal in that store and he gets a percentage of the sales will find the number of your prospec- 
f tl : ‘ ° ae ekiliactiad aie Cceptite. tena tive customers listed. 
of the department for the artificial and cut flow ers—ires cut Valuable information is also given as to 
flowers during the season—and has charge of the display how you can use the mails to secure 
te : : He “ob ved.” orders and inquiries for your products 
department, too. e “observed. ‘ ; ar saelaaa. 
Paul Barch, another Cleveland man with W m. Taylor Son Write for Your FREE Copy 
€o,, started im as a bundle boy. He “observed the fixture R. L. POLK & CO., Detroit, Mich. 
boy, and after he got that job, he “observed” the displayman S Largest City Directory Publishers in the World 
job and he got that; and four weeks ago they made him gen- Mailing List Compilers—Business Statistics 
eral publicity manager of the store. That has all happened Producers of Direct Mail Advertising 

















in eighteen years. 
I believe that Barch is getting an enormous salary there, 

















ae 
every bit of twelve to fifteen thousand a year. I know he SPECIAL CHARLESINEWT0 
was a big salaried man when he had charge of the display FEATURES WHOLESALES.RETAIL  .° 
: ene li aeien H . Id > Moving Clouds, Water Ripples, Ocean 
department. He was a live wire. e would go to every FOR Waves: Falling Snow , Rain, Volcanic Erup- 
show that came along; he could go to every stunt that was nee ny ng nara 
going on there. He would never pass up a picture show— WINDOW Storeopticons, | Sciopticans, Spotlights 
every week at a picture show. He would take in every social DISPLAY 24-4 West 14th SLNYC 
(Continued on page 77) LIGHTING RF Manado E AllHours 
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How Retailer Regards Dealer Helps 


He Wants Them to Sell Goods and to Accent the Convenience, Comfort 
Companionship and Cultural Benefits Obtainable from Them 


By CARL V. HAECKER 


Sales Promotion Manager, Frank Burke Hardware Co., Waukegan, Ill. 
(From a Discussion on the Retailer's Viewpoint on Displays Before the Window Display Advertising 
Association Convention, New York City, October 6) 


OR the past two years as sales promotion man- 
ager of the Frank Burke Hardware Company, 
of Waukegan, Ill., one of the outstanding retail 
hardware stores of the middle west, it has been 
my opportunity to study the window display and 
sales possibilities of the better hardware, depart- 

ment and chain stores in Illinois and Wisconsin. 

In the demonstrations and references that I make I trust 
that no offense will be taken, as all is done not in ridicule or 
criticize merely to find fault, but in an earnest effort to show 
in a modest way what will get more display material used in 
more display windows by more displaymen and retailers 
throughout the entire country. 

As members of the Window Display Advertising Associa- 
tion, have you ever given serious thought to just what display 
advertising really means? 

In Webster we find the term “display” defined as “spread- 
ing out” and “advertise” is defined as “to turn the attention of 
others to,” or window display advertising would mean “turn- 
ing the attention of others to goods displayed in the window.” 

Looking back for several years in the past, we can see the 
show windows dressed—no, not dressed, but rather filled with 
odds and ends of merchandise dumped into the window with- 
out any thought of value, sales psychology, or even real good 
common sense used. What the window could accomplish was 
never given a thought. 

But today we recognize the fact and realize that the show 
windows are the most valuable space of the store if properly 
dressed. A window properly dressed and attractively arranged 
gets recognition from the passerby and builds confidence and 
good-will for the store in the public’s mind. 

To the busy merchant, and this is especially true in the 
smaller stores or where the merchant is not “sold” on window 
display) the windows have proven a great problem. 

And for that very reason, together with the realization on 
the manufacturer’s part that merchandise could be sold 
through the window, I take it, the Window Display Advertis- 
ing Association was formed—for the very purpose of helping 
the manufacturer sell more merchandise through the retailer’s 
show windows. 

Then with the creation of window display material came 
the problem of eliminating waste. As in every other new 
proposition, there must be a great waste until the idea can be 
put on a firm basis. 

The following is the analysis of what was found to be 
wrong in almost every case where my study and analysis was 
made. The old-fashioned, just ordinary two-ring display, the 
artistic rather than the sales-producing large lithographed and 
printed gaudy card boards were used. Styles and shapes were 
exceedingly hard to use. There was a lack of flexibility, and 
the displays could be used only in a comparatively few win- 
dows. 

Then there were the paper streamers to be pasted on: the 
window from the inside, hiding the merchandise display 
itself, shutting out the most vital thing in all window displays— 
light and clear open view. Today, in this motor car, jazz age, 
the window must be clear and free from any obstruction for 
the passerby to see the display. 

And then there was the cut-out, larger than the article 
itself, and the cut-outs of persons terribly out of life size pro- 
portion, detracting much from the display rather than adding 
to it. 

There was and still is seemingly a lack of analysis and 
study of the article that is to be sold. The article must be 
studied before any common sense sales argument can be used. 


Display material distribution is bad. There is no advance 
information on the displays dispatched. There seems to be a 
lack of cooperation, and in instance after instance the display- 
man feels and says that he has never been notified or encour- 
aged along the best lines of use of the displays. This is a 
serious condition. 

But all of you men know all of these things that are wrong, 
and I believe you are most interested in the remedy for the 
same. 

Early in March this year the Wisconsin Retail Hardware 
Association, under the leadership of Mr. B. Christianson, con- 
ducted a short-course merchandising school, and it was my 
privilege to have the window display class. Some seventy or 
eighty students from hardware stores throughout the state 
attended. Those attending ranged in age from sixteen-year- 
old girls to fifty-year-old men. All were intensely interested 
in display, and realized the necessity for better windows. 

With your kind permission, I shall show, by means of this 
chart, which I used at the school, just what constitutes a good 
window display from a sales standpoint. 

I appreciate the fact that you men know all of this and 
more, too, but perhaps some good may be gathered that can 
be applied in the future preparation of display material. 

A window display, to be effective and produce sales, must 
do these three things, according to William Nelson Taft, of 
the Retail Ledger: It must attract attention, it must arouse 
desire, and it must stimulate action. 

I have divided and subdivided these points so that they can 
be quickly and easily understood. Using this chart as a basis 
for good window displays, let us go on. The article you wish 
to advertise must be studied for the telling of a definite story. 

There are five things that will appeal to the average person 
(for we are all interested most of all in ourselves). These 
are: Convenience, comfort, companionship, culture and cost. 
Everyone wants the first four benefits if the fifth item is 
within their means. 

To arrive at this you must know the following: (1) Raw 
material from which it is made; (2) process of manufacture 
and why this particular article is better adapted for its in- 
tended purpose; (3) features of construction that add to its 
durability; (4) something of style or design that is unusual ; 
(5) who makes it (reputation of manufacturer) ; (6) why the 
cost is reasonable, considering all things; (7) what would be 
the most appealing feature to the greatest number of people. 

Next along the line of preparing display material comes 
construction. This can be shown best by comparative demon- 
stration. 

I have brought these displays from home, and again I re- 
peat that I sincerely trust no offense will be taken, for I am 
not trying to ridicule or criticize your efforts, nor am I at- 
tempting to expose any particular manufacturer or lithogra- 
pher. But I can show more readily and easily by actual 
demonstration. 

Display material must have flexibility. It must be explicit. 
It must tell a definite story. It must be to the point. It must 
have color. It must be attractive. It must be seasonable. It 
must create action, and it must be easy to see. Then comes 
the securing of the good-will of the retailer and the display- 
man. 

In almost every case where I asked what they thought of 
display material, the answer was, “No good; can’t be bothered.” 
But upon close observation I discovered that it was being used 
in a surprising number of instances. The point is this: The 
displayman wants recognition. He wants to be asked ques- 
tions. He wants to cooperate, and in the distribution the sales- 
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man calling on the trade could do much toward getting more 
cooperation. It seems that right there at that personal point 
of contact the manufacturer falls down. 

The question of display contests comes up also. I believe 
they are a good thing. Stores should be classed and windows 
judged upon their sales value. They seem to “pep” up things 
give a better “check-up” on the use of the material. 

Distribution is of the most vital importance. The display 
must be seasonable and be sent in plenty of time so that the 
displayman may have time to plan the use of the same. And 
the tie-up with the national periodicals should be watched 
carefully. 

A thought came to me while I was conducting the school 
in Wisconsin, that right there was an opportunity worth while. 

The association could profitably get in touch with display 
classes and schools, such as J. Duncan Williams conducts for 
the National Clothiers’ Association. In these schools students 
could be taught the idea, the psychclogy and the proper use 
of window display material. The success or the failure of 
window display material is in your hands. 

In a recent discussion of the use of window display mate- 
rial, here is the thought that was brought out: That either 
better displays along the right lines to create sales will have 
to be forthcoming or manufacturers will discontinue the use 
of same and sell their goods for less money by the elimination 
of the great cost of window display. 

But I am convinced that better window displays will always 
play an important part in merchandising, for scientists tell us 
that the mind retains 72 per cent of what the eyes see and 
only 32 per cent of what the ear hears. So good displays will 
continue to sell. 

In conclusion, I would like to give these points as a résumé 
of my analysis and study: 

1. Get the good-will of the retailer and the displayman by 
cooperating with them and educating them that it will be of 
benefit to him to use the displays. 

2. Get the retailer’s and the displayman’s viewpoint and 
give him what he wants and needs. 

3. Make the display flexible and easy to use, so it will fit 
the most windows. 

4. Make the display attractive and interesting. Show the 
use of, the comfort or the benefit of the advertised article. 
Use the simple advertising formula. It must be attractive, 
convincing, understood and believed. 

5. Send out a folder showing the use of the display. A 
photo of how it will look in use will convince also. Give 
simple instructions of how and why to use crepe paper, drapes 
or decorative material. 

6. Inform the retailer of the time you will advertise na- 
tionally and send the material in time for a tie-up. 

7. Follow up and urge the use of same. Salesmen can do 
much toward helping this point along. 

8. Check up the distribution. 

9. Cooperate with associations like the I. A. D. M. and get 
schools to instruct in the use of the display material. 


10. Keep the good work of the W. D. A. A. going on. You 
are doing a great work, and the future will bring the longed- 
for results. Your association is still comparatively young, but 
you have made great strides forward. 

And when you actually know the wants and needs of the 
retailer you will produce the material that will be of service 
to everyone involved, even to the consumer, who eventually 
gZiust pay the bill. 

The retailers, the displaymen, the other associations, stand 
ready to help you in any way they can, and are looking for- 
ward to you as the leaders. 





CUTAWL MANUFACTURERS ISSUE BOOKLET 


A striking booklet outlining the methods for using the 
“Cutawl,’ a power machine enabling production of scroll 
work backgrounds and cut-out figures, has been published 
by the International Register Co., Chicago, manufacturers 
of the machine, and is being circulated among American 
displaymen. The booklet contains a goodly collection of 
display illustrations showing the manner in which display 
managers are using products of the machine in embellishing 
their windows. 
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Intriguing Effects 


in Displays Are Obtained by Using 
MacWin Studio Originations 


WROUGHT IRON with 
ETCHED MIRRORS 


In Gold or Silver or Combination of Both 





Many Unique Designs of Gold and Silver 
Mirrors and in Various Sizes 


Ideal for draping fabrics—Also for 
displaying hosiery, lingerie, negligees, 
jewelry, perfume and luxury products. 
Everything for the Displayman 
and His Window Requirements 
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Studios 


O fice and Showrooms 
1607 Broadway at 49th Street 
New York City 





| Originators of 
Wrought Iron and 
Etched Mirrors 


Creators of 
Modern Effects in 
Window Displays 
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Art’s Relation to the Display Field 


By Knowledge of the Resultant Juxtaposition of a Straight Line and 
Curved and Vertical Lines Esthetic Emotions Can Be Aroused 


By W. N. MACKEY 


California School of Fine Arts, San Francisco, Cal. 
(From a Speech Delivered to the Pacific Coast Association of Display Men’s Convention) 


S the head of an art school,. probably the largest 
one west of Chicago, we are continually inter- 
viewing and meeting with others—meeting young 
people who have that inner urge to create. They 
cdo not know just what they want to be. They 
say, “What can I apply my art to?” We honestly 

, tell them this: That art, meaning to create and to see (and by 

seeing I mean to perceive and to understand form and design) 

can be applied in many ways today. 

They ask us, “Well, will you teach us just how to do it?” 
We say, “Yes and no. We will teach you fundamental things 
that underlie the practical application of those qualities. There 
is far too much charlatanism in the world; but we will teach 
you what we can. There are people in the world who say, 
‘We will teach you cartooning, we will teach you writing, we 
will teach you anything under the sun in order to get the 
money of the young people,’ knowing full well that is not the 
way to begin. The way to begin is to begin way deep and 
learn the real esthetics and the real knowledge of form anc 
mass and color. When you have learned this you can become 
a designer and a specialist in window dressing, or in this or 
that or the other. The principles that underlie the fine arts 
also underlie very essentially the modern design in the com- 
mercial world today.” 

By the modern design in the commercial world I do not 
mean to say merely the window dressers. The design of auto- 
mobiles and the design of hats or our buildings, or, in fact, 
practically all that is covered in the creative realm today, has 
come within the province of design and beauty; and I think 
probably the greatest selling force in the world today, is that 
subtle ability of the salesman to present his goods in such a 
way that it appeals to the esthetic taste. 

Some one was saying to me today, “I don’t think people 
take much concern in the design of an automobile. If it will 
go seventy miles an hour, why, that is all that is necessary.” 
Most of the automobile manufacturers today know that the 
machines are bought by women in the long run, and we know 
that, as in picking out a hat, they are interested not so much 
in the cost of it or how fast it will go, but by the color of a 
tassel, or the color of the hood. And men reluctantly follow 
the women’s taste. Color design of automobiles has become 


a great factor in the sale of machines. JI remember one man. 


who attended the art schocl who designed a color scheme for 
an automobile firm in Los Angeles, and at that time, a year or 
two ago, he was a pioneer in that field. Today it is quite 
common for the automobile manufacturer to appeal to the 
subtle esthetic sensibilities of the buyer through the medium 
of the color scheme of the automobile. 

Sometimes, going home late at night—and I often teach 
classes at night—I look in the windows and see these ghouls 
sneak around in the windows, dressing dummy ladies, and 
putting on hats and other things in the window, and I say to 
myself, “That fellow used to be in our school.” I see a lot 
of them. Probably there are some present today in the Cali- 
fornia Art School; and those fellows come to me every now 
and again, and they say, “You know, the training you gave 
me over at Berkeley’-—and I used to teach in Berkeley—“has 
been invaluable.’ One man said, “I hold the position of chief 


salesman here in this department now simply because I can 
‘put it over.” I know something of the art of designing, and 
I took a course in mechanical drawing in another school, and 
another course in something else, and then I went here, and I 
can hoid my own here simply beciise I know how to suggest 
a design, and I know how to sell.” And then he says, “I know 
what I have in the back of my store, and-I am there ready not 


to suggest to my patron that she should have something which 
I have not, but, knowing what I have, I can tell which of those 
things will go together, and I suggest a combination that I 
know to be available, and in that way I sell the goods I have, 
but I still retain my esthetic honesty by knowing that what I 
suggested was also beautiful, and that they go together.” The 
charlatan merely sells things to get rid of them, while this 
man wants to please his patrons. 

No doubt you want to hear from me how the work of 
display compares with the making of a picture. We have to 
draw that which we represent. The old idea and thought 
about a painter was that he was a sort of a crazy nut that 
went out looking for a certain landscape effect, and he just 
placed a tree here and put the thing together just as he saw 
it, much like a photographer does. A photographer isn’t crazy, 
as we all know. A photographer gets mechanical results by 
the spotting of a camera on one particular effect. The painter 
of today builds his picture. He places a tree here, and he 
uses a line there, and he uses form there. 

Now, let us imagine I were te paint a portrait or a historical 
picture. I have the elements at my command and use them to 
accomplish my effect. What do I work with? I have red, 
yellow and blue. Practically, that is all. With the combina- 
tion of those colors I create the color esthetic. By my know- 
ledge of the resultant juxtaposition of a straight line and a 
vertical line and a curved line, by a large shape against a small 
one, and by a variegated shape against a flat one, by a cool one 
against a warm one, I can create esthetic emotions such as the 
clever man who can dress windows correctly arouses. 

The window dresser must know, I presume, what is to be 
sold in the background. He knows that he must put small 
objects by various colors, and he has every shade of color at 
his command, perhaps. He has large objects and small ones, 
he has long things and flat ones, he has some things highly 
polished and some that are smooth, and he must know how to 
place these together precisely as a painter does in getting the 
esthetic emotion, and in getting that esthetic touch he creates 
the desire for possession. That is the only thing that a painter 
paints for, merely for the desire to possess, his desire to create 
for the love of creating the particular picture he is drawing. 
I believe that the two fields are akin, and, in fact, one of the 
great changes of thought today is that of interrelation between 
all the endeavors of mankind. 

There was a time when a man started out to be a painter, 
and he was thought to be in a class by himself. tle started 
to take up painting, perhaps; another man might be a musi- 
cian; another man might go into the professions. But we find 
that there is an interrelation between all the endeavors of man, 
and back of it all and underneath it all there is the desire to 
create, to create pictures, and ‘do our clerical work and do our 
professional work—whether we be doctors or lawyers or musi- 
cians or painters or salesmen, or whether we be manufacturers 
—to do the thing fairly well. 

I was very much impressed last year when I was in France 
talking to one of the Frenchmen, and he said, “Do you realize 
that we are supreme because we create things? We take raw 
material, and we can increase the value of that piece of raw 
material 3 per cent, 300 per cent or 3,000 per cent,’ and, of 
course, that is correct. It is the skill of the man who can take 
that piece of raw material and draw upon his imagination, 
and with that piece of raw material increase it so many hun- 
dred or so many thousand per cent simply through the use 
of his creative imagination. 

We take a piece of paper and black ink, and with the aid 
of that we can create a large object, a square one, and by 
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cleverness in the use of the ink we can create a juxtaposition 
that will cause the black and the white to react against each 
other, creating in you a sensation even without having to read. 
That is the case with our advertisements today, and also with 
the comic page, where you find it as well. You all know how 
the whole page is covered with comics, and the total page is 
highly regarded today by the reading public. By properly 
balancing the page and by the use of the blues and blacks, and 
the few colors they have at their disposal, the artists create 
the effect they desire, and that is an urge to read. 

I have secretly admired window dressing. I remember 
when I first arrived in San Francisco, I noticed how interest- 
ing the windows were, and I am not saying this just because 
you are here. I have traveled in different cities, many of them, 
and in some places the windows were well done, and in others 
they were frightful. I went to Australia, to Melbourne, and 
there the windows were simply crammed full of merchandise; 
they have no idea of perspective and no idea of color or of 
objects. 

I believe that your work is one which adds distinction to 
your city, and I believe that we should have an appropriation 
from the state government to pay your expenses, because the 
window displays of the stores in a city should be beautiful. 
We have beautiful windows in San Francisco, and I have spent 
many an enjoyable hour admiring them, particularly around 
Christmas or New Year’s or Easter. Beautiful windows create 
a tremendous urge on the part of the buying public to possess. 
The way a store dresses its windows will determine the buy- 
ing public’s reaction. 

Today I was asked to talk to you about art. I won't give 
you a formula, because there are too many. But to me art is 
just simply doing your job and doing it beautifully, doing it 
well. 





Group and Room Furniture Displays 
(Continued from page 20) 

In the first, installed by Andrew A. Matzer, display man- 
ager for the F. & R. Lazarus Co., Columbus, Ohio, is a 
brightly upholstered living room suite rendered very appeal- 
ing by the home-like atmosphere afforded by book rack, 
magazine rack, and end and center tables. The artistic bird 
cage, the admirably shaded lamps, the harmonizing drapes, 
all combine to give the showing charm and attractiveness. 
So perfect is the reproduction of the American home at its 
best that only the open book in the foreground stamps it as 
a display. 

3elow this scene appears a display arranged by W. R. 
Harre, display manager for Maas Bros., Tampa, Fla., which 
stands at the opposite pole of presentation methods. Every- 
thing but the featured suite is obscured by the open style 
affected. ‘The window drapes are pleasing, the davenport 
table and carved ship model are well placed, but the over- 
hanging strands of decoratives deprive it of the naturalness 
and ease of the Matzer design. The permanent wood back- 
ground also detracts from the showing, definitely establish- 
ing the fact that even the advantages of window embellish- 
ment which the department possesses may become handicaps 
for some of its wares. 

The long chains of foliage and flowers, at first glance, 
apparently inappropriate, as a matter of fact, stamp the 
window as a Christmas display and bring the furniture 
within the scope of gift merchandise. The handicap of the 
beautiful walnut background could not be overcome except 
through construction of dummy walls or coverings of fabric 
drapes. 

How Morris Black, display manager for the Strouss- 
Hirshberg Co., Youngstown, Ohio, handles living room 
furniture is indicated in the final illustration. Here a large 
window has been so arranged that the vision is concentrated 
upon the goods and figures in the major section of its front- 
age. A domestic scene introducing mother and child con- 
verts the furniture into stage properties and impresses the 
passer with the beauty of the tableau. The placement of the 
suite pieces is skillfully handled and the color required for 
attraction is evoked from the upholstering, the rug, floor 
lamps and the fernery, which is one of the two floral deco- 
ratives used. 
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LEO UHLFELDER COMPANY 


148-156 West 23rd Street New York, N. Y. 


IMPORTERS OF 


Metallics and Glass Tinsel 


Make Your Christmas and. Holiday Windows 
Scintillating Successes This Year by Using 


‘*UHLFELDER’S’”’ 


METALLICS—Silver, Gold and 25 beautiful shades. 

GLASS TINSEL—Silver and 6 beautiful shades. 

BRONZE POWDERS—tThe finest and most brilliant 
imported Powders in all Colors for painting, deco- 
rating and striping. 

DEKA PRODUCTS—Transparent—Opaque—Bronze— 
the finest ready-for-use Textile Paint ever pro- 


duced for painting on Silks and Textiles. 


DEKA RELIEF PASTE—For cone painting. 


Insist Upon Uhlfelder’s Goods 


WHOLESALE ONLY 


If Your Dealer Cannot Supply You, Write Us Direct 
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For Your Fall Displays % 

> 

We Highly Recommend Using Our 3 

a4 

MARVELLE CLOTH 3 

3 

a stunning two-tone fabric in 20 colors that will show $3 
off your merchandise to the best advantage; also % 
res 


CREPED TINSEL CLOTH 


a beautiful crinkled tinsel cloth in various color 
combinations. 


‘FOR IMMEDIATE DELIVERY 
Samples upon request. Write Department D 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York 


Learn to Make Show Cards 
Simple, Tested Way! 


A COMPLETE, practical, sim- 


Pd d-dtd-d~dd~ddrodedte~de->tr>de->rmr> 
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CO CUCU 





plified, home-study course 

quickly trains you to make 
clever, “business getting’’ show 
cards. No special ability needed. 
Store Owners—save money and 
boost your sales. Make your own 
attractive show cards. Clerks— 
every store needs original show 
cards. Double your pay. Busi- 
ness of your own. Earn big 
money in spare time. Start Now. 
Write for Special Offer and descriptive, illustrated Free Book to 
WASHINGTON SHOW CARD SCHOOL, oom 1710E 

1115-15th Street, N. W., Washington, D. 





USE THE OPPORTUNITY EXCHANGE TO 
SUPPLY YOUR NEEDS 
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Window Advertisers Reaping Harvest 
While the Theorists Still Ponder 


“The Proof of the Pudding Is in the Eating,” and So Window Installation 
Effectiveness Can Best Be Judged by Its Users 


Whenever advertisers get together | 
the subject of window display ad- | 


vertising comes in for general dis- 
cussion. Knowing that many na- 
tional advertisers are today using 
their retailers’ windows with re- 
markable effect, they want to solve 
for themselves the key to the situa- 
tion. But they start on the wrong 
premise, as a rule, by discussing 
and overemphasizing the so-called 
evils of the window display installa- 
tion business. Were they to discuss 
the advantages and successes of 
the execution of window displays 
through regular display installation 
channels they would have such a 
glorious picture that many of the 
much-discussed evils would fade 
away into the horizon. 

It is the same orthodoxy that con- 
trols window display discussions 
that is found in the analysis of any 
new theory or practice. The con- 
servatives see only the dark side of 
the picture, the mistakes of the past, 
and do not keep their ears tuned to 
the present and its accomplishments. 
And so we have a situation no dif- 
ferent than has existed in the in- 
fancy of other advertising media. 
The progressives are proceeding 
with the use of window display in- 
stallations through the established 
window display service firms, getting 
their windows on display, reaping a 
rich harvest in increased dealer 
cooperation and sales, while the 
theorists are still pondering and be- 
ing left at the wayside. The parade 
is passing by and those in the pro- 
cession are gaining a big lead on 
their more lethargic competitors. 

The Bureau in its operations in 
the window display installation field 
is now serving several of its clients 
for the third successive window dis- 


— Advertisement. 





play campaign, which is about the 
best testimonial that could be offered 
as to the success it has achieved in 
bringing order out of chaos in the 
window display field. Through its 
associates, it is in position to handle 
window display campaigns national 
in scope, and from month to month 
it is adding new clients to the many 
satisfied advertisers it already claims. 
To pioneer in a field is no small 
task; it takes on herculean propor- 
tions and meets with obstacles which 
must be solved without the aid of 
previous experience. The sincerity 
of the Bureau is best to be seen from 
the determination with which it 
entered the display business, the 
constancy with which it has pur- 
sued its chosen course, and the cour- 
age and persistency which has been 
responsible for the upbuilding of 
what is today the only national 
agency that can guarantee to the 
advertiser the installation of all the 
display material entrusted to it. 
And the cost is so low that we some- 
times wonder why advertisers gen- 
erally do not hasten to get in on the 
ground floor. We venture the as- 
sertion that in a few years adver- 
tisers will willingly pay many times 
the present cost for the kind of serv- 
ice they are getting today from 
window display installation firms. 





Bureau Endorses Resolution 


Adopted by Window Display Installation 
Departmental of the W. D. A. A. 


WHEREAS, We are _ interested 
in the continued development and 
expansion of the display installa- 
tion business; and, realizing the 
necessity of insuring to the adver- 
tiser an adequate showing for every 
display installed ; 

BE IT RESOLVED, As an ac- 





cepted standard of practice, that 
every display installation carry a 
label giving the date on which said 
display was installed and that it be 
the strict understanding that all dis- 
plays remain in the dealer’s window 
for not less than a period of one week. 
BE IT FURTHER RESOLVED, 
That this label read as follows: 





This Display Installed 


and Shall Remain on Display 
for a Period of Not Less Than 
One Week. 


Window Display Adv. Assn. 











and that the Window Display Ad- 
vertising Association formally adopt 
this suggestion and recommend its 
enforcement in all display channels. 

BE IT FURTHER RESOLVED, 
That the recommendation be made 
to all display producers that this 
label be imprinted on the reverse 
side of all display material, as this 
will materially facilitate the carry- 
ing out of this innovation. 

BE IT FURTHER RESOLVED, 
That all display service firms 
throughout the country be informed 
by the W. D. A. A. of this resolution 
and to urge its immediate accept- 
ance. 

BE IT FURTHER RESOLVED, 
That all advertisers be sent a copy 
of this resolution so that their full 
cooperation may be obtained; first, 
in specifying to the lithographers 
that the imprint be placed on his 
display material ; secondly, that con- 
tracts placed with display firms in- 
clude a clause demanding the use of 
the label; and thirdly, where the 
advertiser is using his own display 
crews that they themselves also 


' carry out this recommendation. 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


Tri-State Window Display Service 


DETROIT, MICH. 


Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 





Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 


George Altman, Manager 


116 S. 4th St. 
H. Brooks, Manager R. V. Wayne, Manager 
COLUMBUS, OHIO KANSAS CITY, MO. 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
2828 Olive Street 


W. A. Stark, Manager 


WASHINGTON, D. C. 


Capital Results in the Capital City 
WASHINGTON WINDOW 
DISPLAY SERVICE 
1317 New York Ave., N. W., 

C. W. C. Abernethy, Manager 


ALB ANY. N Y And Eastern 
? ° * New York State 
Complete Coverage 
Window Displays — Survey — Check Up 
Sampling — Distribution 
CAPITOL ADVERTISING 


688 Morris St., Albany, N. Y. 
Joseph B. Carey 








CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 
Window Display Service of So. Ohio 
22 Pickering Bldg. 

Walter G. Vosler, Manager 


CLEVELAND, OHIO 


Covering the Cleveland Market and 
Erie, Pa. 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 
George E. Dugdale, Manager 





FORT WORTH, TEXAS 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
1404 Washington Street 
W. L. Huntsman, Manager 


SEATTLE, WASH. 


We Have the Locations You Are 
Looking for 


Danks Window Display Service 
303 Eastlake, Seattle 


Covering the State of Washington 





CHATTANOOGA, TENN. 


The South’s Up-to-Date Display 
Service 


| Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 





ST. JOSEPH, MO. 


Window Displays That Step Up 
Your Sales 


CHARLES TEXTOR 
1618 Buchanan Avenue 
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OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


ITIES 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 


ciates for national advertisers in any quantity 


22-24 Pickering Building 





on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 
work according to set specifications. 
advertiser of detail; saves time and money 
through many exclusive and helpful features. 


Relieves 


Complete Portfolio of Information Sent on Request 


Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to Coast 
Executive Offices 


Cincinnati, Ohio 


CHICAGO, ILL 


Reliable and Prompt Display Installations 


CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
THE S. J. HANICK CO. 
Samuel J. Hanick, Mgr. 
925 Cherry Street 


BUFFALO, N. Y. 


Niagara Falls, Tonawanda, Lockport, 
Lackawanna and Rochester 


WINDO-CRAFT DISPLAY SERVICE 
32 E. Genesee St. 
E. Preston Browder, Manager 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W. Weber, Manager 














AKRON, OHIO 


My Service in Conjunction With Your 
Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 

534 Parkdale Drive 
S. V. Hensal, Manager 





LOUISIANA—ALABAMA 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade 
NALL & NALL 
Box 355 
539 S. Front Street, New Orleans, La. 








PITTSBURGH, PA. 
Get Into This Big Market 


ARCEE VEE DISPLAY SERVICE 
2638 Fifth Ave. 


R. C. Vaughn, Manager 


BOSTON, MASS. 


Maine, New Hampshire and Vermont. 
Every Installation Guaranteed Satisfactory. 


New England Window Display 
Service 
161 Massachusetts Avenue 
Herbert M. Copellman, Manager 
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Christmas in the Clothing Window 


Plans Used Successfully During the Last Holiday Season—Novel 
Ideas for Fall Clothing and Furnishing Displays 


HRISTMAS decorations mean almost as has been almost as ready to respond to the appeal of 
much to the men’s clothing and furnish- these elements of good dress as womanhood. 
ings stores as to the shops that cater to This is not disparaging to their manliness or 
the fa:r sex. There is a growing appre- ab lity. Standardizing of dress has resolved the aver- 
ciation of color and style, and mere man age man into a drab creature whose only chance of 
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expressing his craving for 
color rests in a bright necktie, 
a fancy muffler, or a shirt of 
smart hue. 

Fanciful color schemes are 
now being used in_ theatres, 
in automobiles, in furniture, 
and a multitude of — sub- 
jects heretofore restrained to 
the dark and sombre tonings. 
Why shouldn’t mere man join 
the procession? He has and 
with evident enjoyment. Christ- 
mas should capitalize the beau- 
tiful and stylish because of 
this, and the feminine gift 
buyers who invade’ men’s 
stores at this time. Furnish- 
ings will hold the dominant 
place and should be embel- 
lished with all the attraction 
ralues of foliage and flowers, 
and brightened with all the 
lighting equipment suitable to 
the occasion. 

When Donald D. Kester, 
now with Selber Bros., Shreve- 
port, La., constructed the 
Christmas setting shown in the 
accompanying illustration, he 
fashioned a replica of a pipe 
organ, surrounded with blos- 
soms and silver decoratives 
that brought out the religious 
character of the holiday. It 
was a plan that has been often 
followed, but it got results. 

Chicago’s great Hub Cloth- 
ing Store, under the guidance 
of Display Manager FE. H. 
Leaker, last vear produced 
strikingly effective window set- 
tings. Green holly wreaths 
with red berries were used in 


SEASONAL CLOTHING TRIMS. 
Top, Christmas Organ Background 
by Donald D. Kester, Shreveport, 
La.; Center, Prize Winning Belt 
Display and Base, “Tiger Stripe” 
Trim by R. A. Minnear, Butcher- 
Roberts Co., Battle Creek, Mich.; 
Minnear Makes Good Use of the 
“Learbury Tiger” 
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the backgrounds of some, while special set pieces, 
composed of large candles, electrically lighted, with 
tinsel wire to appear like rays broadening out from 
the candles, were in others. 

The Maurice Rothschild Co. used red decoratives, 
consisting of holly sprays and berries, shown against 
the window background panels, or neatly arranged in 
vases placed nearer to the foreground. In some in- 
stances, the vases served as dividers. Small, red 
sprays were scattered about on items of merchandise, 
and a strip of red velour was puffed along the front 
of the window on the floor and small furnishing items 
were shown on this at the edge of the glass where 
they could be seen easily. Jewelry, belts, silk hosiery, 
gloves, boxes of handkerchiefs, mufflers, and other 
items. of like nature were featured. 

For the clothing man who wants to keep his dis- 
play space turning clothing, current ideas on designs 
will be valuable almost to the conclusion of the holi- 
day period; and new ideas are constantly being 
fashioned. Who would have expected to see a huge 
tiger patrolling a clothing display a few years ago? 
Yet such a device is making great headway for 
dealers featuring Learbury clothes. In the accom- 
panying illustration is pictured a display installed by 
R. A. Minear, in charge of windows for the Butcher- 
Roberts Co., Battle Creek, that features “Learbury’s 
Tiger Stripes.” This is ornamented by a_ papier 
mache replica of the jungle beast that vividly asso- 
ciates the new mode with the markings of this greatest 
of predatory cats. This figure is an attention-arrest- 
ing device that is being used successfully wherever 
Learbury dealers are located, and its effectiveness is 
attested by Mr. Minear’s declaration that he had to 
replace the garments in the window several times 
during the week in which it was on view because of 
the demand which was stimulated. 

The staid and conservative business man who ob- 
jects to the introduction of dealer help material, of 
special backgrounds, and similar theatrical effects 
which bring the spectator to a halt before his window, 
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Frank Fiala’s “Lindbergh Day” Airplane of Handkerchiefs—Sold ’Em Galore for Thompson-Belden, Omaha 


is materially shortening his profit-taking chances. 
The special sets which have been built for the Middi- 
shade Company by Joseph Marshall, and the plaster 
and papier mache forms which have been used by the 
house of Kuppenheimer, demonstrate that that there 
is real sales value in novelty eve arresters. 

It can not be too often repeated that in apparel 
selling the worth of the window is measured as much 
in the confidence that is aroused in the mind of the 
passer not yet prepared to buy as in the man or 
woman who is “in the market.” The thousands of 
folk constantly flowing by the average metropolitan 
and “main street” store are noting store aspects in 
their daily journeys. They are shaping their concep- 
tions of its standards, mentally indexing its qualifica- 
tions to serve them, and when the moment arrives for 
buying, have practically determined where the pur- 
chase will be made or to what stores selection will 
be confined. 

In buying furnishings the same caution is not 
observed nor is it necessary. Knowledge that fabrics 
and styling are correct and that alterations will be 
handled skillfully is the patron’s requirement in re- 
gard to clothing. But these vital elements of service 
in men’s wear merchandising do not apply with the 
same force to such items as shirts and cravats or 
underwear. Quality is the primary demand, and as 
it is usually apparent to the eve and the volume of 
outlay is comparatively slight, the indexing process 
is not adhered to so rigidly. The average man will 
not long debate the place of purchase of a belt, par- 
ticularly if the store before which he stands displays 
a belt with national publicity. 

The popularizing of Hickok and Pioneer belts 
through the national campaigns and the window con- 
tests conducted by their manufacturers has given 
them a place that insures quick response from the 
passer. How this may be capitalized in displays has 
been demonstrated on numerous occasions and is 
again brought out in Mr. Minear’s Hickok window 
reproduced here. 
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Don’t Overshadow Drab Merchandise 


A Bright Card Is a Dangerous Auxiliary for Plain Wares—Black 
and White Combinations Useful With Such Goods 


By DONALD D. KESTER 


Display Manager, Selber Bros., 


LAIN white board may be glaring and 
black lettering may at times seem the 
most elementary means of transmitting 
a message, but it is equally true that their 
comparative rarity in windows gives 

them a value that is not to be despised. 

When a display of caps is planned we can be 
sure that the mass of our showing will be in grays 
and browns and to include with them a colorful card 
brightly lettered would invite a disruptive force that 
would pull attention from the goods. A neatly penned 
white card certainly is preferable under such circum- 
stances. 

Hats or extra trousers present the same arguments 
against the richly pigmented mat, and, while it is 
questionable whether shirts, set off by the type of 
cravats now favored, could not stand the competition 
of such an auxiliary, it is better to avoid the possi- 
bility. 

These reasons plus the ease in preparing the 
penned card have caused me to emphasize black and 
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Shreveport, La. 


white combinations in our cards. The same care that 
is used in executing the painted variety is maintained, 
and justly so. The store that sounds the quality note 
can not afford to minimize labor on its display ma- 
terial. Lettering must be of a high order no matter 
whether standard alphabets or derivatives are used; 
layout must be well planned and carefully developed. 
The phrasing must be as carefully chosen and as skill- 
fully contrived. 

In the group of cards that are presented here, two 
plans of layout have been followed. In one, effect is 
gained through a perpendicular border which runs 
the length of the card; in the other layout, copy lies just 
across the tip of a lopped off square that consumes most 
of the space. 





POLLACK MOVES SERVICE OFFICE 
Samuel Pollack, 8817 Bay Parkway. Brooklyn, N. Y., 
connected for a number of years with prominent department 
stores, has opened a free lance display service at the above 
address. He specializes in women’s apparel and infant wear 
displays. 
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A Group of Black and White Cards Illustrating Mr. Kester’s Layout Ideas 








October, 1927 


THE DISPLAY WORLD 






























































Time Yet to Ord 
Chri Display Card 
RUSH ORDERS ristmas Visplay Cards 
PROMPTLY FILLED 
Whatever you need— Hundreds of orders have been received—our stocks are being | 
Brushes or Supplies, or . : t ; | 
Christmas Display depleted—but there’s still time to order and there are still | 
Cards, note this: The plenty of cards—if you act promptly. | 
Daily organization is : : ies 
equipped to handle rush Do this, then, today: Write for Daily’s new Multicolor Circular, H 
orders the same day : : : : 
hey oiernieek SHE showing the glorious new holiday designs as they actually 
ICE is just as impor- appear—in all the beauty, the fascination, the gripping 
tant with us as is qualities of COLOR. 1 
QUALITY. | 
— ily Look over the circular promptly, make up 
. * your order. . . send it at once .. . you'll 
Perfect abel skit bd Lf have your display cards in ample time. 

BRUSHES ano SUPPLIES 

126 T0130 , DAYTON, 

E.THIRD ST. * OHIO. 

“ a 7, 
Che House of Perfect StQke Brushes and Supplies 














effect 


in window cards 


Any effect in window 
signs and show cards— 
striking lettering and de- 
signs, duplication of the 
beautiful rough texture 
finishes now in vogue—is 
easily obtained with the 
Paasche Multiplehead Air- 
brush. 


This wide range of 
work is possible because 
the Multiplehead is really 
several airbrushes in one. 
It is sold on a money-back 
trial guarantee. Write for 
Catalog B-2. 


aaschs Hirbuush Co 


1902 DIVERSEY PARKWAY, CHICAGO, ILLINOIS 
Los Angeles, Calif., 411 Douglas Bldg. 
New York, 54 Dey Street D. W. 10-Gray 
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Sho-Card Board ©. s.&:. 
(U. S. Patent No. 166998) ~*° 

The name of Hurlock Royal Crest 
upon any of the Hurlock Products 
can be likened to the 18k Mark 
on Gold. ' 

The Royal Crest—Hurlock—is the 
Mark of Quality—both as to finish, 
substance, and all that can be de- 
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sired in an assortment of colors. 
It will be found that the 
Royal Crest has always been 
in the vanguard, and Show Card 
Writers who demand Royal 
Crest Products are the first to 
use a particular finish or color. 
Accordingly, Sho-Card Board, 
Dull Finish, and other Royal 
Crest Products have many Imi- 
tators, but as Originators the 
name of Hurlock remains per- 
manently in the lead over all 
competitors. 
Card artists are invited to send for samples, which include 
a full assortment of colors—prices ineluded. Orders filled at 
lowest, direct factory prices. 


HURLOCK BROS. COMPANY, Inc. 


. 3436-38 Market St. - , 
Office and Works: 3435-39 Ludlow St. Philadelphia 
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Y career as a decorator 
commenced when I was 
sixteen years of age, 
while employed by a 
Woolworth five and ten- 

cent store in the city of Corning, 
N. Y., during the summer vacation. 
I was supposed to have charge of 
the stock room, and also to work 
overtime at night and hand mer- 
chandise to the manager while he 
trimmed the windows. After two 
or three nights of this, I became 
quite fascinated by the work and 
remarked that I would like to try 
to trim a window. The manager 
laughed at me. I presume that I 
was something of a “fresh kid,” for 
I told him I could do it as well as 
he. He must have thought the best 
way to take me “down a peg” was to let me try it, 
and then have a good laugh at my expense. So it 
was arranged that I should stay the next night by 
myself and trim a window. Well, to make a long 
story short, I trimmed all the windows from that 
time on. 

Later, after leaving school I worked in depart- 
ment stores in Corning and Elmira, N. Y., for a few 
years with fairly good success. I was not content, so 
I took a correspondence course and learned a great 
deal, but was far from being satisfied; so in 1911, I 
put myself under the Koester methods, of which I 
can’t speak too highly. Before completing my course 
I secured a position in Gainesville, Texas, as com- 
bination advertising man and decorator. Remaining 
in Texas a year, I returned and completed my course 
and secured a position with the largest five and ten- 
cent store in New York City, having full charge of 
their windows until the World War “messed things 
up.” 

After the war was over I went to Rochester, N. Y., 
to visit friends and to look over the stores. I had 
heard of E. Dudley Pierce at the Sibley, Lindsay & 
Curr Co., so went in and introduced myself. Mr. 
Pierce extended me all possible courtesy and spoke 
of the head displayman, E. W. Edwards, leaving and 
that an assistant was doing his best to fill the position 
until another display manager could be secured. I 
secured an interview with the superintendent, who 
was not overly impressed with the idea of taking a 
man that had been out of the game so long. I sug- 
gested that I try it for a week and they pay what- 
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Who They Are and What They Say 


<. J. SHORT, Plainfield, N. J. 
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E. J. SHORT 
Display Specialist, Plainfield, N. J. 
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ever they chose, and if satisfactory 
at the end of the week we would 
talk terms. At the end of the four 
days I was called to the office and 
asked to take the position perma- 
nently. 

When the new Gilmer Store was 
opened in Norfolk, Va., I was se- 
cured to take care of the opening. 
Irom there I went across the river 
to Portsmouth to take charge of 
the advertising and window display 
of a higher class store. 

I remained here for five years. 
[ had unusually good success and 
ran a display service in connection 
with my position. I employed from 
one to three men and made as high 
as $250 a week. 

I next accepted a position as com- 
bination man for L. Herman, of Danville, Va., where 
I have been going on three years. I am consulted 
as to designing frocks and color harmony for homes. 
Have had unusually fine success in selling back- 
grounds to other merchants. My pen and ink sketches 
have been accepted by the leading mercantile publi- 
cations. Designs have been requested by some of 
the leading manufacturers of the country. 

Mr. Short has recently accepted a new position 
with a Plainfield (N. J.) organization. 





BUSINESS BUILDING DISPLAY 


Electric Display Corporation, 260 Fifth Avenue, New 
York City, announces their Model “A” window display 
The size over all is 13” x20”, and this new display 
may be illuminated with or without a flasher, operating on 
one 60-watt lamp. Metal frames, gold in color, hold the 
special processed letters and illustration in place. These 
are readily interchangeable, unbreakable, washable and non- 
inflammable. 


The letters are furnished in four colors—red, orange, 
green and blue—and illustrations in the top of the display 
are furnished in these colors and one additional color, amber. 
The illustration is of stock design for the customer’s par- 
ticular business, or is made special with the customer’s 
name. The illustration, as well as the letters, may be re- 
placed in a moment. There are two hundred letters, punctua- 
tion marks, numerals and blanks with each display. These 
may be selected in any two of the above colors. 


The unit is easily operable and presents a most pleasing 
contrast of color, whether by day or night. The effect is, 
therefore, attention-compelling and a good advertising 
medium. The modernistic trend is the prevailing note in 
current metropolitan displays and should be studied by all 
displaymen. 
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The Use and Abuse of Crepe Paper 


The Background Is Symbolic of the Merchandise ; 
Should Fitly Frame the Window Picture 


By G. N. CAUDELL 
Caudell Display Service, Portsmouth, Va. 


HE volume of sales of many stores has been 
noticeably increased by the efficient use of 
crepe paper in their windo wdisplays. Prob- 
ably no other decorative agency on the market 

is more widely used. It lends itself to so many diversi- 
fied arrangements that a good many windowmen use it 
almost exclusively. But just as the window is the 
barometer of the spirit of the store, just so the character 
of the background is symbolic of the merchandise, and 
it is important that it be merely a fitting frame for the 
window picture. The selling power of a display depends 
on its setting, and crepe paper is effective if properly 
used. 

In the first place, the background of crepe paper 
should not be so conspicuous as to attract too much 
attention to itself. The prime purpose of a window 
display is to sell, and many a fine arrangement of 
merchandise has proved futile because the display- 
man was overzealous in his arrangement of crepe 
paper. An intricate, elaborate treatment will stop the 
passerby, but if it creates more interest than the 
featured wares it defeats its own purpose. 

Second, a crepe paper setting should express 
skillfully determined color harmony. It is wise to 
use only one or two colors in a window, but when 
more are used they should‘blend perfectly. The sun- 
burst is one example of color harmony that has often 
been used to advantage. 

Third, the color and arrangement of the crepe 
paper background should have some connection with 
the: merchandise on display and be an accessory in 
the development of ideas. As an illustration, I may 
cite a pipe window I put in for St. Patrick’s Day that 
proved very effective. For the background I cut a 
shamrock out of ordinary corrugated board and 
covered it with green crepe paper. The price tickets 
were cut from green stock and shaped like a sham- 
rock. 

For a baby window I used white crepe paper with 
tubes and rosettes of palest pink and blue to lend 
color. Thus, I use pastel shades for dainty things 
and stronger colors for more durable. merchandise. 

30th of these windows were put in for a drug 
store and it seems to me that it is the drug store that 
uses crepe paper most extensiyely. It is colorful and 
economical and a boon to the windowman who is 
denied other accessories to lend charm and appeal 
to his display. 





CATALOGS REQUESTED 

Manufacturers are requested to mail their catalog, book- 
let or circular, description of their products, to the Business 
Library. Bush Terminal Sales Building, 130 West Forty- 
second Street, New York City. The Business Library fur- 
nishes information to buyers, domestic and foreign, resident 
or visiting New York. This is a non-profit service. The 
Business Library contains business papers, manufacturers’ 
catalogs, trade directories, etc., from which the information 
desired is obtained. 





CHAMBERS DISPLAY 


FIXTURES 





41 W. 35th St., Est. 1916 NEW YORK 


Egyptian Pyramid Unit Table, 36” High 
over all. Made of GENUINE WALNUT, 
finished in any color stains or enamel. Ideai 
for the showing of Shoes, Toys, Leather- 
Goods, Jewelry, Stationery, Perfumes, Toi- 
let-Sundries, Notions, etc. Was ever a stand 
designed for a greater number of uses of 
the lines that wear the trimmer’s patience? 

Use Pyramid Unit Tables in your 
windows and on your ledges. Hundreds 
of dollars’ worth of small wares are 
being sold in this way. 


Write for Prices on Various Heights 
DAVID B. CHAMBERS 






















The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Gare 


==5 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 














RUG NU recolors those faded 
- velours and carpets and 
makes them look like new. Send for free sample. 


RUG-NU COMPANY 


231 N. Wells Street Chicago 








REPRESENTATIVES WANTED 


Salesmen, displaymen and agencies for most popular 
line of cut-outs, mannequins, valances and novelties 
that are retailing at extremely popular prices. Easy 
to sell; large earnings in little spare time. 
ANGLO DISPLAY FIXTURE CO., 
246 W. 38th Street New York City 














The Market Place of the 
Display Industry 








The Opportunity Exchange is a regular feature of 
each and every issue of The DISPLAY WORLD and 
provides a quick-action want-ad medium. 


It will sell your used display material, it will locate 
special display material, it will put employer and 
employee together when a position is open or a posi- 
tion is wanted. 


The cost is only $1.50 per single column inch, cash 


with order. Use it at every opportunity. 


Address Advertising Department 
The DISPLAY WORLD 
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Contest An enthusiastic manufacturer launches is a requirement of advertising via the window known 
Judges a display contest, adopts his rules, gets to no other medium. Success of the display usually 
Important out his literature and waits during the depends upon it. , 


period of competition for photographs 
to come in. And they come. Display executives are 
quick to rally to support of producers whose goods 
are stocked by their stores. 

The sad part of it is that the displaymen must 
trust to luck for satisfactory judging. No gauge of 
fitness has yet been created, and, as a result, the 
awards are often handed down by men who have 
little, if any, acquaintance with the window. 

In commenting on a recent contest, a very capable 
displayman who participated, says: “The 
Advertising Agency were the judges . . . I think that 
prize winner No. 1 deserved the prize, but Nos. 2 and 
3 were ordinary. ...If a real judge of displays, such 
as Mr. MacLeod, had been connected with this con- 
test, I am sure results would have been different. 
Moral: In the future, Mr. Displayman, ask who the 
judges are and do not enter contests which are ex- 
clusively handled by advertising agencies.” 

It is somewhat unfair to stamp the agency man as 
unprepared to judge window advertising. If his 
client’s campaign calls for display, he must acquaint 
himself with the principles of* display to safeguard 
the account, and he usually learns the fundamentals. 
He is every whit as well prepared to judge as the 
committee of trade paper editors who annually hand 


down awards in one of the greatest competitions © 


known to the display field. 

It can not be too often emphasized that the best 
fitted candidates for contest judges are displaymen. 
Their leadership arises not merely from knowledge 
of the balance and art, but understanding as well, of 
the principle of visibility—-showing the ware so that 
its features can be grasped without difficulty. This 








Emotion In his talks to advertising men, Charles 
Transcends W. Mears, counselor in marketing and 
Logic dean of the Cleveland Advertising Club’s 

Business School, always emphasizes the 
idea that most people buy goods as a means to an end, 
and that in displaying and advertising them we should 
stress the end and not the goods. 

Taking clothing as an example, the stout person 
wants to look slim; the thin one, broad shouldered; 
the short one, tall, and the elderly one, youthful. The 
advertiser or displayman who shows his audience the 
points of superiority of his product or the improved 
methods of manufacture is never as successful as the 
one who shows his prospect the benefits he will de- 
rive from the article if he buys it. 

It is important that displaymen remember that 
intellect is one of man’s weakest gifts from nature. 
He never acts on it alone, but must feel like doing a 
thing before he acts. This feeling comes through th 
emotions, not the intellect. ; 

A store’s display of riding habits which makes 
women desire its togs because they feel all eyes will 
be on them when they ride along the boulevard will 
be far more successful than one merely showing the 
excellent quality of the merchandise. It is the dis- 
playman’s problem to decide how to get an emotional 
appeal into the display. Whether it is to be done by 
suggesting the uses of the merchandise by specially 
designed backgrounds, screens or other methods, is 
something that must be worked out in each individual 
case. Play up the emotions and not the intellect if 
you would sell more goods, according to Dean Mears. 
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How Fall Openings Were Handled 


(Continued from page 11) 


in the air above her were iridescent crystal art glass lights 
in the shape of stars. A hat and accessories completed this 
striking window. Another of his windows worthy of atten- 
tion was one in which a very beautiful mannequin was 
dressed in a taffeta gown shading from orchid to violet. 
There was nothing else in this window but a show card, a 
few accessories, and a hat to match the gown. Art glass was 
used on the floor and a very beautiful spray of feather flowers 
added the final touch. 

The sweetest window in Portland was dressed by Mr. 
Merrit, of Sealy, Dresser & Co. It was filled with chunks 
of maple sugar and buckets of maple syrup smothered in 
beautiful vine maple autumn leaves. This window was truly. 
significant of the fall opening in the grocery line. 





SAN FRANCISCO 

An exposition of style went on display September 3 at 
San Francisco when stores and shops unveiled their windows 
as the first event of the local Third Annual Fall Opening 
and Fashion Week. 

Windows were dark the preceding night, as the display- 
men set the stage for the showing of beautiful garments and 
style accessories which greeted the passers at eleven o’clock 
the next morning. 

The week’s showings were sponsored by the Retail Dry 
Goods’ Association and covered every phase of style. Mil- 
liners, costumers, furriers, jewelers and manufacturers and a 
host of others joined in the undertaking with examples of 
the finest of their arts. 

Fred A. Gross, former president of the San Francisco 
Display Men’s Club and more recently chief executive of the 
Pacific Coast Association, describes the displays tersely but 
adequately. “They were beautiful,” he declares in a penciled 
note inscribed on a personal card. 





BEATRICE, NEB. 
Reported by Earl P. Kleppinger 

For two weeks prior to the opening of the Beatrice Style 
Show and Fall Window advent, every store in the city dis- 
tributed numbered coupon which entitled the holders of one 
hundred to a gift from the store which was to display a 
lucky number on the day of the opening. 

The day previous to this all of our windows were covered 
and elaborate fall set pieces and displays installed together 
with a lucky number card and a prize. 

The unveiling came at 7:00 p.m. and a very large crowd 
turned out to witness the ceremony. Live models appeared 
in some of the windows, a notable instance being the Buck’s 
Bootery, where several girls were shown as being in the act 
of buying. Two little negro pages were fitting the shoes. 

At the Samich Millinery and Ready-to-Wear an elaborate 
setting had been arranged by Display Manager Homer 
Grimes; silk velour panels of pastel blue set off by gold 
vases filled with silk chenille cat-tails added greatly to the 
beauty of the lengthy display. In other windows, combina- 
tions of harmonious hues of browns and tans were predomi- 
nant. 

The Klein Mercantile Co. had an artistically arranged 
setting for their entire battery of windows. On their north 
front colored spotlights added a great deal to effect. 

The Christlieb Clothing Co. used a number of young men 
as models to display their new fall apparel. The evening 
was warm, but this did not dull the young fellow’s enthusiasm 
for displaying heavy winter overcoats. 

The Wielie Clothing Co. had a tastily arranged display 
for new fall furnishings and a window of new Kuppenheimer 
models for young men. 

At the Mercer B. Walker Co. they had a wide window de- 
voted to hunting and sports goods, the background contrived 
of artificial fall leaves and the floor of Brazil and swamp 
grass. In this setting we placed live and noted game birds, 
the chief attraction being the white Arctic wild goose. In 
our west window silk hosiery was displayed on a Spanish 
dancing model. We used a series of eighteen posters in 
securing the attention of her audience to the various brands 
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of hose. Music was furnished by an Orthophonic Electric 
Victrola placed in an alcove which was draped with silk 
in such fashion that the entire crowd in front of the drapery 
could hear its music. These attractions served to keep the 
crowd around the window all evening, demonstrating forcibly 
that combination of music with motion display will always 
attract. 

The Fair Store had an elaborate art setting in a beau- 
tiful combination of blue gold and black which was one of 
the finest modern art pieces ever made for this store. They 
displayed shades of gray in dress materials and a great deal 
of new full black silk apparel. 

At 8:30, the style show opened at one of the leading 
theatres with such public interest that the show was held 
successfully for two evenings. Merchants and displaymen 
were equally satisfied with the results of their efforts and 
plan to repeat the venture on a wider scale next year. 


COLUMBUS, OHIO 
Reported by A. A. Matzer 

In the Fall Fashion Show held in Columbus, September 
12 and 13, between the hours of 7:30 and 10:00 p.m., all of 
our stores made a combined effort to get better results rather 
than by working individually. This effort was handled by 
the Columbus Retail Merchants’ Association, which included 
all small stores, such as specialty shops, shoe stores, on up 
to the department stores. 

Each store was asked to beautify windows and have 
fashion shows, if possible; however, everything to be done 
informally, meaning no stage settings or very elaborate back- 
grounds for the windows. And still I wish you could have 
seen some of the beautiful windows here in Columbus. 

The Union had a gold grill work background with silk 
taffeta curtains, which were very effective. The Fashion 
had large circles about six feet in diameter, made like 
shadow boxes, with very beautiful autumn foliage. Lazarus 
windows were each different and very unusual in settings. 
We used autumn oak roping and artificial flowers in most of 
our displays. , 


BLICK’S CHRISTMAS SHOW CARDS 
Suitable Christmas price cards will bring the message of 
Christmas merchandise before the people of your community. 
The store with 
r™ a real Christ- 
ok te Af mas atmosphere 


$c : 
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: ws will get the 
holiday crowds. 
To help in this, 
the Dick Blick 
Co., creators of 
exclusive de- 
sign in Christ- 
mas cards, of- 
fers four beau- 
tiful designs 
this season. 
They come in 
five different 
B sizes, making 
them suitable 











for any class of merchandise desired. 

They are creations of one of America’s leading poster 
artists and are executed in four bright Christmas colors. All 
cards are printed in both panel and crosswise style, except- 
ing the smallest size, 2%4x3%, which is printed crosswise 
only. 

The Dick Blick Co. has made a specialty of Christmas 
show cards for several years and this season’s creations far 
surpass previous attempts. The black and white sketch of 
one of the designs shown here scarcely does justice to their 
attractiveness, and to all those interested a sample sheet in 
colors will be mailed free of charge by addressing the Dick 
Blick Co., Drawer 437-W, Galesburg, Ill. <A full-page ad 
appears in this issue showing the complete range of sizes 
and prices. 
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“Open Booth” Innovation Successful 


“Radio Show Beautiful” Departs From Precedent and Supplies 


Exhibitors With Booths Minus Backs 


By JACK STRATTON 
Industrial Publicist, Huntington Park, Calif. 


HE so-called “open” booth and numerous other 

innovations were tried out at Los Angeles in the 

Radio Show Beautiful, which ran there in the 

Ambassador Hotel auditorium from September 5 to 

10, with merchandising results declared highly satisfactory to 

the more than 212 exhibitors. The show was put on by the 

Radio Trades’ Association of Southern California, with 
Waldo -T. Tupper, exposition expert as managing director. 

Departing from the custom of previous trade shows, the 
radio exposition was supplied with booths, without backs, 
which enabled the auditorium to be viewed in its entirety 
from any given part. Mr. Tupper, given credit for the idea. 
pointed out that it supplied an atmosphere and an impression 
of spaciousness, unobtainable if the various displays were 
walled in at the back. 

The only booths equipped with back walls were those 
situated around the walls of the exposition structure. Strict 
rules were laid down prohibiting the hanging of signs above 
the regular sign boards provided above each booth, and signs 
slung below these boards were limited to size, to insure that 
a view of the entire auditorium would be afforded. 

While some exhibitors objected to the open back prin- 
cipal, they were finally sold on the idea when it was pointed 
out that they would benefit from the sweep of the eye 
afforded through their neighbors’ booths, just as their neigh- 
bors would benefit from the openness afforded by their own 
-tooths. 

As a means of avoiding distraction from the exhibits, 
all of which were planned on merchandising lines, the enter- 
tainment, which was afforded by southern California radio 
stations, was restricted to fifteen-minute intervals. Several 
stages were put into the exposition, and these were located 
in different parts of the show, to enable all exhibitors to 
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have an even break at the crowds attracted when the enter- 
tainers were in action. 

Pageants and other highly spectacular events were 
avoided, lest they draw attention from the show’s merchan- 
dising elements. 

Exhibitors were urged by Mr. Tupper to prove them- 
selves active during the show by working in their booths 
well down toward the aisles where the crowds were pass- 
ing and by inviting the throngs to enter the booths for close 
inspection of the products. 





Booth Equipment was Standardized 


Uniform Decorations for Both Wall and Open Units 
of Los Angeles’ “Radio Show Beautiful” 


3y WALDO T. TUPPER 
Exhibit Manager, Los Angeles, Cal. 

OOTH equipment for the Radio Show Beautiful 
was standardized, consisting of 2%-inch raised 
platforms, which were carpeted with dark blue 
burlap. The booths in the center of the audi- 

toirum were open and were divided by means of railings and 
ornamental gates and posts; at the back of each booth a 
column, or two columns, supported an overhead sign lambre- 
quin, and on the top of these columns were ornamental lamps. 

The wall booths received the same treatment except that 
they had 8-foot panels at the rear of the booths. These 
panels were prepared with a high-class wall paper of blue 
and gold. The color scheme of the woodwork was warm 
gray trimmed with blue. All signs were of uniform color, 
the lettering being in blue outlined in white, and the sign 
lambrequin trimmed in blue. 
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FLOATS IN THE BEATRICE (NEB.) “VENETIAN CARNIVAL’—Top Left, “Independence Day”; Top Right, “Barge 
for the Queen’s Attendants”; Lower Left, “Spirit of Cooperation”; Lower Right, “Queen of Hearts.” All the Floats were 
Built by the Contractors, Grimes & Kleppinger 
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The entire ceiling to the auditorium was covered with 
a beautiful sateen canopy; each section: was treated in a 
different color scheme. The side walls of the auditorium 
were covered with hand-decorated burlap hangings and tabs. 
These were executed in futuristic designs, and the decorating 
was done by the Larrinaga Bros. Studio, Inc. These clever 
Spanish artists are considered America’s foremost scenic 
artists. They painted all of the backings of Cecil B. deMille’s 
famous picture, “King of Kings”; also did all the scenery 
for the prologue, “The Seventh Heaven,” at the Circle Theatre 
here, and painted all of the scenery in the new Shrine Audi 
torium, and at the present time they are doing all of the 
backings for Douglas Fairbank’s new picture, “The Gaucho.” 
Just over the center column of all wall booths and between the 
columns supporting the auditorium 
roof we placed life-sized statues of 
a figure known as the “Jeweled 
Girl.” All of these figures were 
hand painted, and the jewels in 
their gowns were finished in glass 
paint, which presented a dazzling 
and pleasing effect when _ illumi- 
nated by over one hundred colored 
spotlights. A beautiful marquee 
adorned the main entrance to the 
auditorium, and at either side of 
this entrance and just over the box 
office windows we placed two 
“Jeweled Girls” similar to those on 
the inside of the auditorium. 

A beautiful cut-out sign read- 
ing, “Radio Show Beautiful,” was 
suspended over the main entrance. 
All of the walks leading to the 
auditorium and pavilion from the 
Wilshire Boulevard, Seventh Street 
and Eighth Street entrances were 
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auditorium, and the overhead covering was executed in 
blue. In the center of this pavilion, directly over the Radio 
Corporation of America’s exhibit, was placed a beautiful 
canopy of modern Persian design. The Radio Corporation 
of America’s exhibit was one of the outstanding of the 
entire exposition, and this, too, was designed by Larrinaga 
Bros. The entire floor was covered with inlaid linoleum 
ot a rich marble pattern. In the center of their display 
was erected a kiosk of modern Persian design. This was a 
four-sided affair, and from each side was displayed a dif- 
ferent model of the Radio Corpation of America’s product. 
At each corner of this exhibit was placed a very attractive 
Newell liggt and four silk banners on. standards carried 
(Continued on page 71) 








illuminated with colored streamer 
lights, and the front of the audi- 
torium was illuminated with varied 
colored spotlights, which were con- 
cealed in the shrubbery in front of 
the building. 

The circular garden in front of 
the auditorium was also illuminated 
with colored floods and created a 
most pleasing effect. 

A beautiful Egyptian archway 
was erected at the Eighth Street 
entrance, and at either side of this 
archway was placed two Sphinx 
heads; that is to say, the figures 
represented the body of a horse 
with a Sphinx head, and between 
the horse’s front feet was a bowl 
or urn from which we had colored 
fire or smoke pouring forth at all 
times. 

The entrance to the pavilion, 
which was built to house seventy- 
five additional exhibits, was an 
Egyptian design, and this, like the 
auditorium, was illuminated with 
varied colored lights. Two lions 
were mounted on the roof of this 
entrance and colored smoke or fire 
emitted from the tops of their 
heads. 

The booth scheme in the pa- 
vilion was the same as in the 
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THE OPEN BOOTH PLAN— 
Not an obstacle mars the vision in 
these views of the Los Angeles 
“Radio Show Beautiful.” At the 
top is a partial view of the floor; 
the center shows a wall booth, and 
below it is a typical “open booth.” 
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Show Cards with Advertising Value 


Cardmen Should Be Prepared to Create Boards That Will Sell 
Goods and Not Merely Serve for Ornaments 


1927 


3y RAY E. DARLIN 
Chicago, Illinois 


HIS article is designed to help the depart- 
ment store card writer produce better 
show cards and color combinations in his 
window cards. It will pay him to remem- 
ber that the purpose of the cards is to 

sell merchandise and that, therefore, they should 
have selling power. They are put in the window to 
attract attention and tell a message. Under all cir- 
cumstances make them do these two things. 

I have found that a heavy poster letter will “put 
the message over” better than any other style | know 
about. It will give a bold and snappy effect. We 
should always try to create something a little dif- 
ferent. Panels and cut-out shapes always help; letting 
the words run off the card as I have shown in the 
illustration will help. The color combinations sug- 
gested for the show cards presented with this article 
are: 

“Fur Fashion Exhibit.”—-The card is midnight 
blue, the spatter effect is emerald green, also the 
stone-effect border. The display is lettered with tur- 
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quoise blue lightened with a little white. The word 
“beautiful” is lettered in orange over the green spat- 
ter. The small lettering on the bottom is in white 
or light green. 

“Frocks, Fifteen Dollars.”—Dark green card with 
black border top and bottom. The mount on top of 
the card is light green stock lettered in black with 
an irregular border in white. ‘“Frocks—Fifteen Dol- 
lars” is lettered in cream with a light blue-green high 
light. The smaller lettering is in white. 

“Silk Shirts.’—A dark purple card with a light 
foam-green panel, edged with gold. All the lettering 
is in black with a white outline around one-third. 
The stripe across the bottom is in magenta with a few 
emerald green leaves. 

“Boys’ Shoes.”—A black card with dark gray 
blocks ; panel edged in gold. ‘Boys’ Shoes”’ is lettered 
with bright orange, high lighted in cream, while the 
bulk of the phrasing is in light pea green. 

“One Dollar Sale.” This is a primrose card with the 
words “One Dollar” and the exclamation mark in red, 


Acomplete 
Line of 


oy 
Sins 


Main floor 





A Few Designs for the Department Store Card Writer by Ray E. Darlin 
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a dark red shade inside each letter. The word “Sale” is dark 
blue outlined with white and the rest of the phrasing is in 
black. The border at the bottom is white. 

“Fur Coats.”—This is a buff card with borders in brown 
and all the lettering in black. The word “Coats” is outlined 
with light green. 

“Five Dollars.”"—The card is white, the words “Five 
Dollars” appearing in bright red with red shade inside of 
figure, outlined with light green. The words “Fur Coat” are 
lettered with dark blue outlined with light green. The rest 
of the lettering is in black. The border and small spots 
are also in light green. 





Booth Equipment was Standardized 


(Continued from page 69) 


the name of the. exhibitor. Four beautiful girls—all win- 
ners in recent beauty contests held in this city—were dressed 
in Persian costumes which lent much color to this exhibit. 

The lamp shades in the auditorium and pavilion were 
new and novel and these were broken up with beautiful 
large tassels strung from the overhead canopy. 

Just in front of the entrance to the pavilion and to the 
auditorium we placed two life-sized statues of Colonel Lind- 
bergh. These were taken from the original casts which 
were made for fhe Santa Monica Chamber of Commerce 
and cost $5,000. 

On the lawn in front of the Ambassador Hotel we had 
an 8-foot statue of Pan. This was finished in brone, and 
on the base of the statue was lettering announcing the Radio 
Show Beautiful, dates, etc. The statute was illuminated 
by eight floodlights. On a wall in front of the hotel, we 
had a large electric sign, “Radio Show Beautiful.” 





Staging The Beatrice Water Fete 


Annual Venetian Carnival Achieves New Recerds 
in Its 1927 Edition 


By EARL P. KLEPPINGER, 
Exhibit and Display Specialist, Beatrice, Neb. 


HE annual Venetian Carnival, Beatrice’s unique 
water parade, was staged on the afternoon and 
evening of July 26, when a procession of barges 
floated down Blue River bearing the queen of the 

carnival and her attendants. 

The river was at normal height and a beautiful day, warm 
and balmy, helped to procure a record attendance. During 
the afternoon the coronation of the queen took place, and 
the principal business street was lined with spectators. 

Just at dusk the parade started down the river, and as 


it neared the sector of the river where the crowds had con- | 


gregated lighted were turned on and the majestic pageant 
of American holidays began its procession. Eighteen floats 
were in line portraying the most commonly celebrated festal 
days of the year, and, in addition, there was a title float, a 
queen’s gondola and a barge glorifying Venetian Day. While 
at the time of our first celebration we had but fifteen floats 
and six hundred lights, this year the eighteen barges bore 
1,250 lights and thirty-seven auto spotlights. Storage bat- 
teries supplied the current, and some floats carried as many 
as six or eight sets. 

The queen’s gondola was completely covered with metallic 
puffing foil of silver trimmed with blue foil. It carried more 
than a hundred lights and the reflections on the water were 
beautiful. The Venetian Day float bore the queen’s at- 
tendants and was decorated in lavender and white and nile 
green. 

All of the layouts or frames are first built of lumber and 
wallboard and the trimmings are put on after the body has 
been wired for lighting. The contract for preparation has 
been handled since launching of the first celebration by a 
trio embracing Homer A. Grimes, Stanley F. Bullard and 
the writer. Mr. Grimes and I secured our carpenters, built 
the floats and put on the procession with the aid of four or 
five motor boatmen. Mr. Bullard handled the details of 
buying and contracting. 
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For Quality Display Cards 


Use 
nese) pe 


ART POSTER BOARDS 
30 Shades 


CRESTONE FINISH 


25 Exclusive Shades—New Process 


THE COMPLETE LINE 


CARD, MAT, ILLUSTRATION AND 
MOUNTING BOARDS 


for the Commercial Artist 


The Largest Assortment of Colors and 
Finishes Suitable for Speed in Pen and 
Brush Work 


Send for Samples 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. Chicago 




















| ensemmeonenea 


WOLD AIR BRUSHES 





Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, Ill. 











Send 2c for Sample Tube NEW WOLD LAMP BLACE 


emma DECORATIVE PAPERS pesmemeeey, 
AND CARDWRITERS’ SUPPLIES 


BECKER SIGN SUPPLY CO. 








Baltimore and Front Sts., Baltimore, Md. 





HOW CARDS jickly 


a you by me rail or sy 


naPet To $200 weeusy 
N. gets $25 for single sh w card. 
»B ae “parned $200 while toking course.’ 
information, samples and guarantee. 

DETROIT GIT SCHOOL a OF Ag te ye 


John = 
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The Honor Roll of Display Scicilinwe 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 















CALIFORNIA 


Entire State Covered Every 14 Days 


BRANCHES: 
138 Turk St. 614 Sixth St. 918 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 








Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
1214 Race Street 
NEW YORK . CHICAGO 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, III. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


Associate of Window Display Installation Bureau, Inc. 


LOUISVILLE 


An experienced display service to take care of the 
needs of the national advertiser. Standard and indi- 
vidual window display installations, booths and floats. 


LOUISVILLE WINDOW DISPLAY CO. 
1030 S. FIFTH ST. LOUISVILLE, KY. 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
vour display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 








FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 

first-class service to National and other Advertisers in the 

Northern part of UTAH and Southern IDAHO. Write for data. 
QUALITY AND SERVICE 

Best of Reference. OFFICE: 568 CHESTER 





For BETTER INSTALLATIONS— 
BETTER LOCATIONS— 
BETTER RESULTS—Use 

HANICK’S DISPLAY SERVICE 


Samuel J. Hanick Manager 
925 Cherry Street 


PHILADELPHIA 


Also Eastern Pennsylvania, New Jersey and Deiaware 





REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O. 


Associated with Window Display Installation Bureau, Inc. 


Morey Decorative Studios 
DISPLAYS 
DESIGNED—BUILT—INSTALLED 
DAVID A. MOREY, Pres. 


Instructor Window Decoration—Boston University 
DISTINCTIVE DECORATIONS 
135 Columbus Ave. Boston, Mass. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


NEW YORK CITY 


Surrounding Territory 











Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
CHICAGO PHILADELPHIA 


LOS ANGELES 


And Southern California 


A better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 


Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Service plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 











Display Services 


If you are not listed on this page, you are 
overlooking a big opportunity to promote 
your business. 


This is the only market place available for 
the national advertiser to locate the respon- 
sible display service company in your city. 


Let him know you are seeking his business 
and can execute it satisfactorily. Write the 
advertising department and arrange for rep- 
resentation beginning with the November 
issue. 


Address Advertising Department 
The DISPLAY WORLD 
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Notes from Display Service Field 














The Window Display Service Co., Salt Lake City, Utah, 
headed by N. W. Reynolds, has issued a folder outlining the 
character of his service and the values which can be derived 
from carefully planned displays. The folder is an eight- 
page affair which contains a four-page layout of illustrations 

gdepicting displays placed by the Reynolds organization. On 
two inside pages appears the text of the advertising, and the 
last page is reserved for a list of advertisers who have used 
the service successfully. Interesting inserts are specimens 
of pasters used in the dealers’ windows to prevent disturbing 
of the display, to record the dealers’ acknowledgment of its 
placement, and to insure salvaging of the material. 





The Cleveland Window Display Service Corp., 1344 Pros- 
pect Avenue, Cleveland, Ohio, of which C. H. Fadem is man- 
ager, and F. R. Engel, director of displays, has just issued a 
very effective broadside describing the scope of the display 
installation service they offer advertisers. It is promotiotial 
work of this kind that will increase the prestige of the display 
service busine§s generally. 


Harold J. Huff, formerly display manager for the Cun- 
ningham Drug Stores, Detroit, Mich., has established a win- 
dow display service in that city under the style of Para- 
mount Display Service, with offices at 9361 Genessee Street. 
Mr. Huff advises that he will handle local and national 
display installations. 





NEW MEMBERSHIP OF W. D. A. A. 

The Window Display Advertising Association announced 
acceptance into the membership of the following firms: Best 
Foods, Inc., New York City; American Lithographic Co., 
New York City; The Griswold-Eshelman Co., Cleveland, 
Ohio; J. J. Burns Window Display Service, Boston, Mass., 
and General Sales Service Co., Baltimore, Md. 





STATEMENT OF OWNERSHIP, MAWAGEMENT, 
CIRCULATION, ETC. 
required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for October 1, 1927. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Business 
Manager of The Display World and that the following is, to the best 
of his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, C. R. Rogers, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; C. E. 
Menefee, 5424 Montgomery Ave., Cincinnati, Ohio; Maude Menefee, 
3521 Raymar Blvd., Cincinnati, Ohio; Louis Silverblatt, Fifth and Race 
Sts., Cincinnati, Ohio; Stella Silverblatt, 729 S. Crescent, Cincinnati, 
Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. ; 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds, or other securi- 


ties than as so stated by him. 
NATHAN SILVERBLATT, 
(SEAL) 


Smorn to and subscribed before me this 23rd day of 
September, 1927. *<LIZABETH WILSON, 
Notary Public, Hamilton Co., Ohio. 
(My commission expires December 1, 1928.) 


OUR, 
| emonstrating 


ISPLAYS 


GwilL, 





-~ACTION-—= 
at the point of purchase 


' | New processes and methods for dramatizing your sales 
story. 

{ Original and fitting ideas for inceasing your sales 
through the medium of pictures that clearly and convincingly 
transmit the selling points. 

{| Your own copy made arresting and appealing by light, 
color, motion. 

| We can demonstrate your product every 5 to 7 seconds 
—in dealers’ windows. 


Action Advertising Displays 
Incorporated 
Office & Studio, 233-239 W. 42nd St., New York City 
Phone Wisconsin 6909 (Factory in New York City) 

















Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence, 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 





Advertisers --- Manufacturers, Etc. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 


“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E. 13TH STREET NEW YORK CITY 














DISPLAYS 


WINDOW SETTINGS 


KINNEA 


61 W. 15th St, New York City ine baa 
SEND FOR CATALOGUE BACKGROUNDS 

















LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 

















| USE THE OPPORTUNITY EXCHANGE AS 
! YOUR WANT AD MEDIUM 
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PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 

Monday evening, September 19, our program was full to 
the brim. A jazz trio with “Buster Brown” at the piano, 
“Paul Durand,” saxophonist, and “Joe Maley,” banjoist, fur- 
nished peppy music for the evening. Herbert A. Lamb gave 
us a real demonstration of men’s underwear, and P. G. 
Neville, of Neville’s School of Art, put on a demonstration 
of women’s hosiery. 

We had the pleasure of having with us W. C. Candlish, 
west coast manager of J. R. Palmenberg’s Sons, Inc. An- 
other visitor from the south was Harry Silvers, who is now 
a member of the firm of Stern, Johan & Grossman, of Los 
Angeles. 

The fall opening was discussed at length. It seems that 
the Portland displaymen are slowly gaining the recognition 
they deserve. At least the city fathers deemed it important 
that we should meet with them at the noon luncheon of the 
Commercial Club to discuss plans for the fall opening. They 
called for a list of our club members and then extended an 
individual invitation to each member. One of the boys said 
he thought they paid us quite a compliment with the free 
lunch and all, but A. O. Hewitt settled this question. “Do 
you know,” he said, “how many feet of window frontage the 
members of this club trim? No? Well, I'll tell you now— 
5,929 lineal feet. In other words, one and one-eighth miles 
of window frontage. That is assuming quite a responsibility 
which merits our best efforts at all times. If Portland’s 
reputation as a city of good displays is upheld by the mem- 
bers of this club, we are doing a great deal for our city.” 
We surely are, for it is quite a serious task. 

Some mention was made of the I. A. D. M. but more or 
less as past history. The letters by Mr. Gross and Mr. 
Hewitt, answering Mr. Kieffer’s remarks, were read and met 
with approval from all of us. We are so busy planning a 
brilliant future for the P. C. A. D. M. that we haven’t a 
speck of time left for these little national troubles. 





METROPOLITAN DISPLAY MEN’S CLUB ACTIVITIES 
Reported by V. W. Sebastian, Publicity Director 

With an evening packed full of a wealth of interesting 
and educational material, a star turnout assemblage of the 
Metropolitan Display Men’s Club gathered together and to 
additionally celebrate the presence of the popular president 
of the I. A. D. M., W. L. Stensgaard, at the Cafe Boulevard 
on Monday evening, September 19. 

Not only were a host of the most important local stores 
represented by their display managers present, but a large 
delegation came over from the Philadelphia Display Men’s 
Club, several from Washington, D. C., Bridgeport, Conn.. 
and other distant points to usher in the fall and winter 
seasons. 

President Jerome Jaffray, of the local club, presided, ably 
assisted by J. Graham Waters, acting secretary and chair- 
man of the membership committee. Members of the display 
and trade press were in evidence, including The DISPLAY 
WORLD, Dry Goods Economist and Women’s Wear, to tie 
in with their cooperation. 

Events started off with a repast of surpassing excellence 
interspersed with several novelty entertainers and enlivening 
music of the day. The regular business session went through 
with correct parliamentary smoothness and developed a num- 
ber of points of interest. Among these were the admission 
of a large number of new members, all of whom, with one 
exception, are active display managers. These new men were 
present and were greeted with enthlsiastic fraternal cheers; 
also the announcement of the notable annual banquet and 
dance which will be held at the Hotel Pennsylvania Roof 
Garden, New York City, on Saturday evening, February 19, 
1928. Walter Wehner, display manager of Brill Bros., chair- 
man of the entertainment committee, promised an evening 


that will live long in the memory of all those who attend 
this big annual event. 

Jerome Jaffray then introduced President W. L. Stens- 
gaard, who gave in his inimitable and clear-cut way a re- 
sounding report on various association problems that covered, 
a great variety of display topics. He expressed his admira- 
tion at the large group present and particularly on the loyalty 
and interest of the Philadelphia men by giving their time in 
coming over. The various obstacles that had to be hurdled 
in collating the material for “Facts,” the important bulletin. 
issued under Mr. Stensgaard’s direction, was explained. 
Judging from the avalanche of requests that have come in 
from all over the country and from the comments of the 
recipients, it is the general opinion that this book has accom- 
plished a world of good in helping the individual- display 
manager. Mr. Stensgaard gave his version of the recent 
Pacific Coast retirement from the ranks, and has high hopes 
of reinstalling these fifteen clubs. He advised that the new 
constitution and by-laws to be presented at the next annual 
convention are now being whipped into shape. This con- 
vention, he announced, would be held in June, 1928, at To- 


-ronto, Canada, and he has already been putting in a great 


amount of work in going up to that city to arrange this big 
event. Headquarters will be at the King Edward Hotel, in 
that city, and free bus service will be supplied from the hotel 
to the national convention and fair grounds, which reputed 
to be among the largest in the world. A meeting of over 
two hundred members of the local Chamber of Commerce is 
having an early meeting to provide a week of sterling enter- 
tainment. 

Just prior to the close of the meeting, President Mayers, 
of the Philadelphia Display Men’s Club, gave an interesting 
talk of their progress and explained their methods of raising 
a building fund. Joseph McCann, from Washington, D. C., 
spoke, as did a number of others, each on a vital topic of 
interest, when Walter Wehner arose and announced after 
Herman Frankenthal’s departure that this leading and loyal 
member of the New York Club had just completed his 
thirtieth year with B. Altman & Co. As a mark of esteem 
the next dinner meeting on Tuesday, October 4, will be held 
in his honor when suitable tribute will be made for the 
generous amount of time and loyalty he has given to the 
local organization and to commemorate this notable anniver- 
sary. After the meeting the members will attend in a body 
at the convention of the Window Display Advertising Asso- 
ciation at the Hotel Pennsylvania. 

The membership committee handed in a list of twelve 
new members. This list was not as big as was expected, due 
to the fact that seventeen applications failed to reach the 
financial secretary in time to be presented at the meeting. 
The twelve new members are: H. L. Stump, Anthony J. 
Wolant, Frank Muccio, Arthur Laudan, Edgar B. Shaw, D. 
R. Dodd, E. M. Gray, Louis Goldfield, Sebastian Wahl, D. J. 
Maheu, A. L. Furpahs and David Hamberger. 





TOLEDO, OHIO 
Reported by A. J. Ritter, Secretary 

The Toledo Association has been quite active all summer 
enjoying picnics, parties, ball games, and so on. 

In my previous report, I have neglected to mention the 
organization of two indoor baseball teams, namely, the Dis- 
play Managers and the Fixture Hustlers, Claude Clarie head- 
ing the Display Managers’ team and Charlie Meyer being 
pilot of the Fixture Hustlers. The first game played resulted 
in an overwhelming victory for the Fixture Hustlers, the 
score being 73 to 9. Several games have been played, and, 
due to considerable practice and a change in the line-up, the 
Display Managers have been putting up a pretty stiff fight, 
although the Hustlers wrestled the last game away by a 
close score of 7 to 6, nine innings being played. 

The Toledo Club is very much “sold” on the noonday 
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luncheon which it inaugurated early last spring. We meet 
every Tuesday noon in the Chamber of Commerce rooms. 
Our attendance at these luncheons have an average of 35 
per cent of the club’s membership. We feel rather proud of 
the fact that the club has been kept intact throughout the 
summer months rather than disband and lose interest. 

An event the boys look forward to with much pleasure is 
that of spending the day at Lakeside, Ohio, home of Mr. and 
Mrs. Claude Develin. The party was held July 30 with 
forty-five in attendance. Various entertainments, including 
baseball, horseshoe pitching, sailing, boating and bathing 
were the diversions of the day. 

A special meeting will be called early in October to plan 
our fall and winter activities. 

We mourn the loss of Paul Landis, a charter member of 
this association, who was accidentally killed September 22. 





OMAHA 
Reported by Frank Fiala, Secretary 

Every Wednesday morning my assistant calls up our club 
members and reminds them of the weekly dinner at the 
Hotel Rome that day, and, as a result, we usually have a 
good attendance, averaging from eighteen to twenty-five men. 

We are al! holding our fall openings and all the windows 
are decorated in their best. This week (September 18) 
Nebraska and Iowa Week was held and out-of-town folks 
poured into the city to shop. Department stores featured 
special prices and railroads reduced fares. 

The Ak-Sar-Ben Festival is also on this week and all of 
the store exteriors are decorated in red, green and yellow. 
Much credit was given to the Omaha Display Men’s Club by 
our newspapers for the extensiveness of the decorations. 


PEORIA, ILL. 
Reported by George V. French, Secretary 

The Peoria Display Men’s Club held their first meeting of 
the fall and winter season in the Peoria Sho-Card Company’s 
rooms, 414 Wheelock Building. Plans were started for a cen- 
tral Illinois meeting to be held at Bloomington in the course 
of a few weeks. George V. French was elected secretary of 
the local club to succeed E. R. Eppel. Sam Weiss, represent- 
ing the Bodine-Spanjer-Janes Co., of Chicago, was present 
and gave an interesting discourse on the first experiences of 
his when starting in display work years ago. Dan Hansen 
and Ellsworth H. Bates also cited humorous situations which 
transpired during their entry in the display world. The next 
meeting will be held October 7. This will be a special meet- 
ing and the committee in charge is making arrangements to 
told the meeting in a prominent restaurant of this city. Many 
things are to be brought up at this meeting, and representa- 
tives from other cities are expected to be in attendance. Those 
present at the meeting were as follows: Dan Hansen, Ells- 
worth H. Bates, G. R. Smith, J. Weiting Becker, Frank 
Hoover, Mr. Maloney, C. J. Kelly, Bill Allonby, Mr. Cloister, 
Al Croesen, George V. French, and Sam Weiss, of Chicago. 


SEATTLE 
Reported by Earl H. Eastman, Secretary 

On the night of September 21, the lobby of the Bergonian 
Hotel was filled with members of the Display Men’s Club, 
and eager eyes lit up enthusiastic faces as they mingled and 
chattered. This night they were ushering in the fall season 
with their first educational meeting. Noted men were to en- 
lighten them on their various questions, and sumptuous food 
was to satisfy their well-earned appetites. 

When the doors of the club banquet room were thrown 
open they were confronted by a beautiful table laid for thirty 
members, while in one corner was erected a miniature window, 
installed at the request of a speaker for his demonstration. 
After enjoying a luscious dinner, the members were given the 
pleasure of hearing Mr. Stanton Frederick, treasurer of 
Cheasty’s, his subject being the coordination between the 
advertising and display departments. He made a very inter- 
esting comparison between old and modern methods of display, 
and ended by stressing the fact that displaymen play a most 
important rdle in the story of merchandising, and should be 
recognized as such and given appropriation sufficient to de- 
velop this work to a maximum ‘of efficiency and beauty. He 
also emphasized the importance of cooperation and harmony 
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between the store’s chief executive, advertising manager and 
display manager. 

Mr. Ross, superintendent of city lighting, then gave a talk 
and demonstration on light and color in the show windows. 
He is an authority on light, and his demonstration on colored 
light and the effect of light on colored fabrics was most inter- 
esting, and invaluable to the displayman. He also told how 
the pedestrian on the street is instinctively drawn to the bright 
white lights, just as a moth is drawn to the flame. 

Mr. Bassett, chairman of the dance committee, reported 
that the plans for our fall ball, “A Night in China,” are well 
under way, and stressed the fact that each member must do 
his part to sell tickets and furnish his share of decoration for 
the ball room. 

Other notables present at the meeting were: Bert Landers, 
of Los Angeles, and the San Francisco representative of the 
Palmenberg Company. 


INDIANAPOLIS, IND. 
Reported by R. L. Frazier, Secretary 

The Indianapolis Club is planning a propaganda meeting 
in the near future to which all of the men involved in local 
window display in all its forms will be invited. The object 
of the gathering is to start recruiting of a greater member- 
ship, and the membership will make all possible effort to im- 
press their guests with the value of organization in this rally. 
Owing to the pressure of work in preparing for the holidays, 
the meeting will be staged late in the fall, when the members 
have more time for committee work. A luncheon meeting, to 
be held October 17, will look into arrangements. 








NEW YORK METROPOLITAN CLUB 

Reported by Victor W. Sebastian, Publicity Director 

When the Metropolitan Club assembled in the dining room 
of the Hotel Kenmore on Tuesday evening, October 6, a large 
group of diners were present to pay tribute to Herman Frank- 
enthal, dean of the club, who had just celebrated thirty years 
of continuous service as display manager for B. Altman & Co. 
At the conclusion of the bountiful dinner President Jerome 
Jaffrey, on behalf of the club, presented the veteran window- 
man with a pair of diamond-studded cuff links as a testimonial 
of esteem. 

It was not a mere gesture. Mr. Frankenthal is one of the 
club’s most faithful members, is always present at its gath- 


’ erings and is ready to share share his ideas with his younger 


associates. 

Charles R. Rogers, editor of The DISPLAY WORLD, 
who was a guest, spoke briefly on important trends in the dis- 
play field. He laid stress on the necessity for constant em- 
phasis on selling and recognition that art is an auxiliary rather 
than a dominating feature of the window. 

The meeting had been advanced from the customary time 
to enable the members to atend the Window Display Advertis- 
ing Association in a body. 





VANCOUVER, B. C. 
Reported by Les Osborne, Secretary 
The fall sessions were ushered in with a banquet with a 
full attendance reported. After hearing reports from Presi- 
dent Heales, of the P. C. A. D. M., election of officers took 
place. The results were as follows: President, Walter Rimes, 


- Henry Birk & Sons; vice-president, T. J. Elrick, Calhoun’s 


Hat Shop; secretary, Les. Osborne, Ingledew Shoe Co.; treas- 
urer, H. T. Shattock, Hudson Bay Co.; executive committee, 
N. Parkinson, H. Simpson, W. V. Smith, H. Close, I. Jones. 

The club had a booth in an “Exposition of Advertising and 
Graphic Arts” held under the auspices of the Board of Trade. 
This exhibition was visited by 35,000 people, so, therefore, we 
did our part in trying to prove the value of window display as 
an advertising medium. 





TORONTO, ONT. 

September 26 marked the second meeting of the fall sea- 
son here and a club banquet, brightened by a seven-piece or- 
chestra and cabaret entertainment. More than a hundred 
diners were on hand to hear W. L. Stensgaard and Clement 
Kieffer. A conference was held for the next association 
convention to be held here next June. Fifteen new members 
were received. 
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GIFT & ART ASSOCATION PLANNING CONTEST 

Almost as soon as the several hundred visitors at the 
fall show of the National Gift and Art Association had said 
goodbye to each other, voting the show “the best ever,” 
President Emmet White announced the dates of the spring 
show. It will be held during the week of February 27 to 
March 3, inclusive, at the Hotel Adelphia Philadelphia. 

At the luncheon on Tuesday, August 23, the awards for 
the retailers’ selling efforts exhibits were made. The fol!- 
lowing were the winners in the various classes: 

First Class: Photographs of Best Window Displays of 
Gift and Art Wares.—First award cup, presented by Presi- 
dent White, of the association. Knauber’s Jewelry and Gift 
Shop, 261 Delaware Avenue, Buffalo, N. Y.; second cash 
award, Pickett & Stuart, Concord, N. H.; third cash award, 
Bunde & Upmeyer, 101-105 Grand Avenue, Milwaukee, Wis.; 
honorable mention, The Rhea Shoppe, Beach Haven, N .J. 

Second Class: Best Window Display of Gift and Art 
Wares by Jewelers.—First award cup, “Keystone Magazine” 
to Knauber’s Jewelry and Gift Shop, Buffalo, N. Y.; second 
cash award to Pickett & Stuart, Concord, N. H.; third cash 
award to Bunde & Upmeyer Co., 101 Grand Avenue, Mil- 
waukee, Wis. 

To stimulate nation-wide interest in this retail selling 
effort, the National Gift and Art Association offers a second 
award of $25 and five additional awards of $5 each. The 
first award is a beautiful trophy that any retailer will be 
proud to win and to display prominently in his store so that 
all may see what recognition his efforts have brought him. 








CLOCK MAKERS PLANNING WINDOW CONTEST 
To stimulate originality of presentation and to encour- 
age retailers to increase their specialized merchandising of 
American clocks and watches made by members, the Clock 
Manufacturers’ Association of America is conducting a sur- 
vey and urging retailers to send in their merchandising 
ideas. From now until December 31, 1927, retailers in any 
town or city who send in ideas or pictures may compete for 
the cash awards, which have been divided as follows: 
Class 1—Window displays of clocks and watches made 
by the members of the Clock Manufacturers’ Association of 
America, to be judged by photographs and full description. 
Class 2.—Interior display or unique store arrangements. 
Class 3.—Clever advertising or sales stunts that have 
sold more clocks and watches made by members of the Clock 
Manufacturers’ Association of America in any given period 
during the last six months of 1927 than in the same period 
of 1926. This class will be judged from samples of adver- 
tising or full description of sales stunt used and record. 
All photographs, manuscripts, samples, etc., must be sub- 
mitted on or before January 1, 1928. to the Association 
office, Drexel Building, Philadelphia, Pa. 
First award in all three classes is $50; second, $25.00, and 
five other awards of $5.00 each. An added special award of 
$100 will be given for the best example of a complete suc- 
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cessful campaign or application of all these and other 
methods combined to merchandise clocks and watches made 
by the members of the association. This will be judged 
from a manuscript giving description, samples of different 
parts of campaign, and statement of results. 





EIGHTY-THREE WIN IN SPARK PLUG CONTEST 

The effort which manufacturers of automobile and elec- 
trical supplies have been making to impress their dealers 
with the value of their display windows is again demon- 
strated in the successful window contest staged during the 
summer by the A C Spark Plug Manufacturing Co., of 
Flint, Mich. 

Eighty-three dealers participated in the prizes that were 
awarded by a committee of judges consisting of editors of 
three automobile magazines. Ray Sherman, editor of 
“Motor,” Stanley McMinn, of “Automobile Merchandising,” 
and Leon Bannigan, of “Motor World Wholesale,’ were 
the critics who determined the distribution of prizes in the 
four districts into which the forty-eight states had been cut. 

Each district was a suit of competition, entrants being 
pitted only against fellow-displaymen in their regions. Five 
classes of awards were offered in each division. 


NELLY DON CONTEST 

The Nelly Don Co., Kansas City, makers of house dresses 
marketed under the same name, have just announced the 
awards in their display contest staged during the summer. 
Prizes totaling $1,250 are distributed, half of this amount 
going to stores in cities of more than 25,000 population and 
the remainder to those in smaller towns. The list of winners 
includes : 





Group One—Towns of Over 25,000 Population. 

First prize of $300.00—Joseph H. Reich, Joske Brothers, San Antonio, 
Texas. 

Second prize of $150.09—John T. Mackel, The Herpolsheimer Com- 
pany, Grand Rapids, Mich. 

Third prize of $75.00—B. J. Ragsdale, The Andres Company, Evans- 
ville. Ind. 

$1000 prizes to each of the following: W. A. Montgomery, Crosby 
Brothers, Topeka, Kans.; W. K. McGee, L. H. Field Company, Jack- 
son, Mich.; O. E. Wheete. Halliburton-Abbott Company, Tulsa, Okla.; 
Harry Garfinkel, Harzfeld’s, Kansas City, Mo.; B. H. Barefoot, J. B. 
Ivey & Company, Charlotte, N. C.; W. J. Tepper, Jacoby Brothers, 
Los Angeles, Calif.; J. E. Rice, Joslin Dry Goods Company, Denver, 
Colo.: Andy S. DeVries, The J. W. Kemp Company, Lansing, Mich.; 
Carl W. Ahlroth. The May Company, Los Angeles, Calif.; C. M. 
Shrider, The A. E. Starr ompany, Zanesville, Ohio. 

Group Two—Towns Under 25,000 Population 

First prize of $300.00—M. R. Hawk, J. B. Case & Company, Abilene, 
Kansas. 

Second prize of $150.00—Mrs. P. V. 
Ennis, Texas. 

Third prize of $75.00—Blair Anawalt, Myers-Arnold Company, Green- 
ville, S. C. 

$10.00 prizes to each of the following: Geo. W. Steck,Buckner-Rags- 
dale Company, Cape Girardeau, Mo.; D. J. Eisenberg, Falk Mercan- 
tile Company, Boise, Idaho; R. H. Jenne, Falls City, Nebr.; M. B. 
Kerr Company, Winfield, Kans.; Harold Woolverton, W. J. Moyer 
Mercantile Company, Grand Junction, Colo.; Albert L. Comstock, 
Peques-Wright Company, Hutchinson, Kans.; Frank Du Pree, Ramsay- 
Fulford Company, Coffeyville. Kans.; Geo. W. Nelson, Kouse’s, Inc., 
Riverside, Calif.; Geo. H. Spielman, Starrett Brothers, Sheldon, Ia.; 
F. E. Rock, Thedieck Department Store, Sidney, Ohio; Earl P. Klep- 
pinger, Mercer B. Walker Company, Beatrice, Nebr. 


Allen, Allen’s Ladies’ Shop, 
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How I Handle Furnishing Windows 


(Continued from page 38) 
of the shirt trim at the foot of the plate of illustrations. 
Immediatey above this is a neckwear display showing 
how we use parchment panels and foliage, while the top 
picture shows a design used for a Fathers’ Day tie 
window. 

Motion, of course, will create attention, and, in 
some instances, may prove to be a valuable asset in 
selling merchandise, but I believe it is seldom. In 
our windows we use only overhead concealed lights, 
which are fifteen inches apart, using a 150-watt lamp. 





How Alert Displayman Advances 


(Continued from page 53) 

affair that he could go to and give them a display of fashions 
at the big social outpourings, the horse shows and similar 
events. The store liked this unusual publicity and now he is 
a “big man” there, on his way to the head of the organiza- 
tion. He is a favorite of the executives, and so highly appre- 
ciated that they sent him to Europe as a token of their esteem 
tor handling their jubilee successfully. 

You don’t have to walk into a store to “observe.” You 
can walk up and down Market Street and all these little side 
streets that you come to, and, for that matter, some of these 
small towns, and you will put yourself in line for a better 
position if you “observe” what is going on and what suc- 
cessful people are doing. 


When Gift Selling Is Not An Issue 


(Continued from page 5) 
are combined in the display to produce a setting of unusual 
charm for a showing of machinery. 

These examples definitely prove that almost all types of 
business can arrange windows that link up with the period 
and express holiday sentiments in a fashion that will create 
good-will. It is apparent that no cut-and-dried systems can 
be used and that careful planning is necessary in each in- 
stance. But manufacturer and distributor alike can approach 
the subject of Christmas windows with confidence and as- 
surance if they will but adapt their goods to the require- 
ments of the season. 





DISPLAY STAGE LIGHTING CATALOGUE RECEIVED 

A splendidly printed and illustrated catalogue of 12) 
pages listing the variety of electrical goods for stage and 
window use stocked by the Display Stage Lighting Co., has 
just been issued. For the display manager who plans special 
lighting effects this is a valuable reference manual, con- 
taining a comprehensive list of spot, flood and mechanical 
effect lighting devices. 





MAC-WIN FIRST WITH MIRROR NOVELTY 

Wrought iron used in combination with mirrors was first 
introduced as a window display feature by the Mac-Win 
Studios, of 1607 Broadway, New York City, at the National 
Hosiery and Underwear Exposition held at the Waldorf- 
Astoria Hotel, New York City, during the past summer. 

The grace and beauty of this combination created a 
veritable furore among visiting display and merchandise 
managers and has since then become the correct vogue in 
many leading windows. 

In order to accentuate the attraction value a method of 
cutting the mirrors in silhouette, from models, and then 
etching them with scrolls and designs was devised. It is 
thus made possible to secure many beautiful effects, par- 
ticularly with lingerie and negligee, hosiery and other luxury 
products. It is also ideal for draping fabrics such as silks 
and velvets. The Spanish period effect which blends so well 
with Palm Beach and Florida displays conveys the correct 
note when enhanced with wrought iron, as is so skillfully 
created by this organization of artists. 
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Have You Given 
Serious Thought to 


Show Cards 


Read These Articles In the 
164-Paged October Issue of 


SIGNS OF THE TIMES 


“Louis E. Summerton Wins First Prize in 
Fifth Store Card Writers’ Contest.” 


“Vision of C. T. Frykman Makes Great Na- 
tional Show Card Service Possible.” 








“Square Cards Can Be Made Attractive by 
Lines Causing Optical Illusions.” By H.C. 
Martin. 

Poster Panel Window Displays Have Power- 
ful Sales Value.” 

“Holiday Window Display 
Profitable for Card Men.” 


“New York Sidelights by Reb.” 


“Leading Pacific Coast Poster Artist Drama- 
tizes Lobby Advertising.” 


Stage Settings 


“Theatres Lend Themselves to Good Art.” 

“Advertising Sense and Color Harmony Essen- 
tial to Industry's Success.” 

‘Pacific Utility Company Increases Sales with 
Cut-out Background Displays.” 


“Monuments of Gothic Art Were Erected to 
Glorify the Supreme Being.” 


“Foreign Posters Exhibited by California Art 
Club.” 


“*Ehrig of Brooklyn’ Is a Familiar Phrase to 
New York Lettering Profession.” 


“Reproduction of Cards by Louis E.-Summer- 
ton and Al. Popkins.” 


SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio Oct., 1927. 


Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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Mlen Wanted Positions Wanted For Sale Wanted 10 Buy 











SALESMEN WANTED 


One for New York and _ vicinity. 
One who travels country, or part, 
periodically. To call on exclusive 
Department Stores—display and 
upholstery department — Furniture 
Houses, Decorators and Gift Shops, 
etc. New unusual line. No objec- 
tion to non-conflicting side line. All 
communications will be treated abso- 
lutely confidential. Lucrative, per- 
manent position. 
WRITE P. O. BOX 161, 

Madison Sq. Station, New York City 


DISTRIBUTORS WANTED 


Agencies, Salesmen, Jobbers, Display 
Services and Selling Agencies to 
handle moderate priced line of ar- 
tistic compo. figures for millinery 
and other display purposes; liberal 
allowances. Write 


WESTERN DISPLAY 
FIXTURE CO. 


315-316 Kittredge Bldg., 
Denver, Colo. 


SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. “Paid for itself 
many times over.” ‘Turns out signs as 
good as a professional. “UB asily at yuo 
my old outfit in style and speed. oe SE ee 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC., 


University at La Salle St, Paul, Minn. 

















Window Decorating, Theatrical Scenepaint- 
ing, Pictorial Arts, Stage Cartooning taught 
by Mail. Practical, Exclusive, Inexpensive 
Courses. Real artists your teachers. Learn 
More to Earn More. Importers of Colored 
Theatrical Scenery Models. Send stamps 
for Illustrated Literature. The Enkeboll 
School of Fine Arts, Omaha, Nebraska. 


Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog “‘G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 














FOR SALE —See illustration, page 69, Feb- 
ruary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 








Big Snaps in Special Close-Outs---Ready-to-Letter Christmas Show Cards 


Every season we find it desirable to discontinue certain designs in our Christmas Ready-to-Letter Show Cards and 
Price Tickets, and this makes it necessary for use to close Out all discontinued lines at sacrifice prices. 

We have arranged a number of assortments that will meet the need of most any size store. 
offered at these close-out prices are of the same quality and workmanship as the regular line sold at much higher prices 
and advertised on pages 41, 42, 43 and 44 of this magazine. 


Remember, the cards 








Assortment No. 


1—Price, $5.00 
Total, 207 Cards 


Size Quantity Size Quantity Size Quantity Size Quantity 
2% x 3% 25 7x11 25 2% x 3Y% 200 7x01) 100 
34%4x5% 100 11x14 25 34x54 100 11x14 50 
5x7 12 9x19 10 54x7 50 9x19 15 

14x22 10 14x22 15 





Assortment No. 3—Price, $10.00 
Total, 530 Cards 

















Assortment No. 2—Price, $7.50 
Total, 345 Cards 


Size Quantity Size Quantity Size Quantity Size Quantity 
2%4x3% 100 74x11 50 24% x3% 300 7x11 100 
3% x5y4 100 11x14 50 34x54 200 11x14 100 
5x7 25 9x19 10 5x7 ° 100 9x19 25 

14x 22 10 14x22 25 








Assortment No. 4—Price, $15.00 
Total, 850 Cards 

















Assortment No. 5—Price, $25.00 
Total, 1,700 Cards 


Size Quantity Size Quantity 
2% x 3% 500 7x11 200 
3% x5 500 11x14 200 
5% x7 200 9x19 50 

14x22 50 





Prices, F. 0. b. Cincinnati 








These Special Assortments Also Afford a Wonderful Opportunity for 
Resale to Merchants by Display Service Men and Show Card Studios 


THESE ASSORTMENTS OFFERED SUBJECT TO PRIOR SALE—ORDER NOW! 
Cash With Order If Not Rated in Dun’s or Bradstreet’s 


LACKNER PRINTING CO., Lackner Bldg., 21 W. Pearl St., Cincinnati, Ohio 
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Doings Among Displaymen 





Twice in successive years Carl V. Haecker, sales promo- 
tion and display manager for the Frank Burke Hardware 
Co., Waukegan, Ill., has been on the program of Window 
Display Advertising Association conventions. In the 1926 
gathering his address was one of the sensations of the 
gatherings, bringing home to the lithographers and adver- 
tising managers present the dealers’ part in display installa- 
tion in a manner that was as graphic as it was interesting. 
His 1927 discussion was equally effective. 





Patil J. Kennedy, until recently display manager for 
Kirby’s, Inc., Gastonia, N. C., has accepted a position with 
the Torrence-Morris Co., jewelers and opticians, of the same 
city, where he will have greater opportunity for advancement, 
he asserts. 





Lawrence Robert Snedden arrived in Sharon, Pa., on Sep- 
tember 6, and Jack W. Snedden, secretary of the Sharon 
Display Men’s Association, was passing cigars as a result. 
Lawrence is a handsome lad of nine and one-half pounds’ 
burden. 





Earl Hudgins, who has been advertising and display 
manager for Gilmer’s, Raleigh, N. C., has accepted a similar 
position with the Leonard-Fitzpatrick-Mueller Department 
Store at Richmond, Va. He succeeds Al Weisberger, who 
recently resigned. 





Another trophy has been added to the long list held by 
Anthony Ficeto, display manager for the Bedford Silk House, 
Inc., Waterbury, Conn., as the result of the fall opening week 
competition, September 19-24. The contest was judged by 
Cora Scovil, creator of Scovil patch posters; S. F. Nissel, 
display manager for G. Fox & Co., Hartford, and C. R. 
Atkins, of Bridgeport. 

W. H. Todd, news and stationery dealer, Madison, Ind., 
recently won a $50 prize offered for submission of the best 
name for a magazine display rack marketed by the National 
Specials Co., New York City. The winning entry was “Quik- 
sale.” 








E. V. Boyd resigned as display manager for The Deisel 
Co., Lima, Ohio, to accept a similar position with Parson’s, 
Ashland, Ky. 





Thomas Acott, recently of Reedsburg, Wis., has assumed 
charge of displays for the Higgin Co., department store, Mar- 
shalltown, Iowa. 





Bernard A. Pierson, formerly of Linton, Ind., has as- 
sumed the post of display manager for the new J. C. Penney 
Company store at Spokane, Wash. The Penney chain has 
just taken over the Blakely Dry Goods Company store and 
stocks. 





Marshall Crane, who has been first assistant displayman 
at Gilmer’s, Raleigh, N. C., has been advanced to the post of 
display manager, succeeding Earl Hudgins, who has accepted 
a position at Richmond, Va. 
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SPECIAL CLOSE OUT 


The Biggest Snap Ever Offered 


40 GARMENT RACKS 
at. 6 DLODO 


Through a deal with a large department store we have 
on hand 40 Revolving Garment Racks, 26 ladies’ full 
size and 14 misses’ size. These are being refinished 
in oxdized copper, with large rubber tired rollers and 


7x11 card _ holder. First come, first served. Get 
your order in now. 


THE CINCINNATI SHOW CASE 














232-40 Main Street Cincinnati, Ohio 








AND DISPLAY FIXTURE WORKS | 











Screens, Hangings and Panels 
For the Better Type of Window Displays 


We specialize in decorative painting on silk or other fabrics, 
canvas and wood, to meet the requirements of discriminating 
display managers. 


We carry out your own ideas or submit rough sketches that 
will carry out the spirit of the store, the event to be featured, 
or the decorative treatment desired. 


GRAVES ART STUDIOS 


Incorporated 


307 W. Chestnut St. Louisville, Ky. 











i} Torchiere---Wrought Iron 


POLYCHROME FINISH 
5 Feet 9 Inches High 


PRICE $16.50 EACH 


OTHER UNIQUE DESIGNS 





DAVID HAMBERGER 
122 Fifth Ave., New York 


Artificial Flowers and 
Window Display Decorations 














SALES & 
DOUBLE oer TABLES 


DisPLAY «> SELL MORE: GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
. Fully Guaranteed—Write Today. 


Ovireers” ELECTRIC WINDOW SALESMAN CO, coral) 














ART PRINTS 
Colored Studies for Paintings, Back- 
grounds, etc. War Pictures—all at whole- 
sale prices. Send me your address for 
FREE sample art print and price list. 


18 West 21st St. 











Cc. €. DRY 
1112%4 21st, N. W., Canton, Ohio 


DISTRIBUTORS WANTED 
In all of the large cities to handle our 
leading canvas-covered 
Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 
ments. List prices on demand. 


S. M. Benjamin Model Form Co. 





Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
factory forms. Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 
32 E. 10th St. New York City 


New York City Tel. Styvasent 9910 
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W. D. A. A. Meet Is Display Clinic 


(Continued from page 16) 


same fashion. He advocated going after the customer on the 
sidewalk rather than waiting for business. The proper way 
to do this was through display. “There are,” he said, “two 
places to sell—one outside, and the other inside the store. 
Everything I have on I bought outside before I went inside. 

“A few months ago a foreigner who could not speak Eng- 
lish led one of our salesmen to a display of cameras and 
bought a $55 design. Windows have circulation values as 
well as newspapers. Two of our New York stores have a 
daily passage of 700,000. 

“Several combinations of them have greater circulation 
than the greatest New York dailies. Manufacturers know 
it and have been willing to pay us as much as $50,000 for a 
series of displays. One offered 40,000 for eight showings.” 

Illustrating the value of the medium, he told the story 
of the youth who bought a trunk of mud at a railroad auction 
sale. Laughed at and jeered by his associates, he clung to 
the belief that ordinary mud would not be shipped in trunks. 
Examining it, he found it full of gold ore. This, Mitchell 
asserted, should prove to the wise dealer that display, 
though often despised, held more treasure than the trunk of 
mud. 

“Windows are the last form of advertising to abandon; 
we have often had displays that started selling before they 
were finished,” he declared. “What do I think of national 
advertisers’ displays? They’re wonderful. Some are _ too 
large, some could. be higher, some are too small. Much 
of the phrasing could be omitted without loss. Price ap- 
peal is greatly preferable to adjectives. But the displays 
are fine. We use them—that shows our attitude.” 

In discussion following his address, Mr. Mitchell de- 
clared that no preference was given massed or group dis- 
plays, the decorator putting in the window what the man- 
ager thinks he can sell. Related goods always sold well, 
solid masses, like stationery, going better than when mixed 
with other goods. Price tickets were used on every item. 
More price cards meant more customers. He declared that 
the allowance for windows was one-half the advertising ap- 
propriation. He put himself on record as opposed to mo- 
tion devices that prevented focusing of attention on goods. 


Thursday Afternoon Session 


D. C. Jacobs, maanger of the Better Business Bureau of 
Canton, Ohio, opened the Thursday afternoon session as the 
representative of the grocers He began his address by classi- 
fying the principal divisions of the grocery outlets as (1) 
mail order housess (2) chain stores, (3) independents. As- 
serting that chain stores were ready to use displays because 
they found it necessary to impress their patrons with the idea 
that they were offering the best of nationally advertised goods, 
he termed the independents the chief target for national ad- 
vertisers’ campaigns in securing display space. To win their 
cooperation, he said that it was necessary to get the dealer’s 
point of view. 

The independents. were fighting for their lives, and displays 
must be planned to help them in their struggle or they would 
fail in gaining the retailer’s interest. Too many grocers and 
bitter competition made the independent’s battle hard and de- 
cidedly influenced his point of view. He was not so much 
interested in “milk from contented cows” as “milk bought 
from my store.” 

In concluding, he declared that display was but a factor 
of successful merchandising, and should be regarded as a part 
of the sales plan rather than mere publicity. When the grocer 
was given a merchandising scheme that showed promise of 
profit, display should be made one of the principal means of 
“putting the proposition over.” 

The remainder of the afternoon was given over to the 
report of the installation men’s session, read by Leo Kapian, 
and a “case and comment” analysis of current displays intro- 
duced and explained by the producers. Morris Beard, who 
arranged the session, proved a capable chairman, and Walter 
S. Jenkins, as clockman, held the speakers to the allotted time, 
using a pastebcard clock whose hands advanced once every 
five minutes. 
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For the Real Xmas Atmosphere Use 


’ 


of Laminite, The Improved Exclusive Papier Mache Decorations 


Old King Cole, Inc., the largest makers of papier mache for decorative and advertising display, 
has again brought its product up to new, high standards of beauty and utility. Notwithstand- 
ing, improved production and increased volume have kept prices down to what old-fashioned 
papier mache is selling for today. You owe it to yourself carefully to consider the quality. 

Old King Cole, Inc., builds, finishes and decorates for permanence: LAMINATES (builds) of 
specially prepared paper to thick layers which insures extreme rigidity; SURFACES with 
a stone compound which gives a smooth, cast-like surfacing and added reinforcing through- 
out; DECORATES with the most permanent outside paints and lacquers that will not fade, 
crack, or chip. All finishes are washable. 


Meets the Requirements of All Types of Stores. 





A massive window or interior piece in 
superb natural coloring. Will especially 
appeal to the better class store. Forcefully 
conveys the spirit of holiday shopping. 
Circle 60 inches dia. 


CRGGE ING a TO oc cccnwosed yeas eeanes 


Icicles in iridescent and silver flitter. 
Full round unit (can be cut in halves verti- 
cally). 


Vertically, 30 inches 56 
CRIES NG IP oc kisi anna cence Seana: 
Vertically, 12 inches i) 


Cader a: (BIG, «coc cc dts ieee 


Always in good taste by better class 
stores, but up until now a huge candle of 
this type has always been priced prohibi- 
tively. Think of the beauty of a full round 
Candle Stick, nearly seven feet high, with 
massive green-gold base and silver irides- 
cent candle (any colored candle furnished to 
order at no extra cost). And for your Anni- 
versary, too. Electric flame can be easily 
substituted for painted flame. 
Vertically, 78 inches hee —— a 

Order No. 1351.. a . 


As Christmasy a piece as you have ever 
seen. Colorfully decorated and _ silver-flit- 
tered. Base (comes plain) to be lettered 
with store’s. Christmas slogan. 

Vertically, 60 inches (high wants *] 5 

Order No. 1344............. 

(Note: Electric tree lights can be inserted 
at candle tips.) 


The most popular decorative trend is here 
presented in one of the most charming units 
we have ever devised. No end to its possi- 
bilities for toy, novelty, opening, imported 
goods, or almost any window. Decorated by 
an expert scenic artist. 

Vertically, 60 inches (half round) i) 5 

CR as No ocd si Sea cadevess 


Decorative units of wonderful design for 
show window and interior use, that give a 
real Xmas atmosphere and attract customers. 

Plaque with candle, lettering space 14x20 
inches. Can be used in many ways. 

54 inches long by 32 inches high. s] 5 00 

CGR NG BOGE. oo oss nctae ces 

Tree with bird, vividly colored bird against 
more subdued natural bronze trees. 

$1 5 


60 inches high. 

CINGGP ING. TAO. << 5 osc dehsceck ews 
Massive Holly Spray with how, in de- 

lightful dry-brush natual coloring. 

60 inches long by 16 inches wide. $ 1 G* 
CNG OR ING BIN e ok coc cues ccenc: 


A most pleasing way to direct attention 
to your Toy Department. Especially adapted 
for ledge use. Can be illuminated by cut- 
ting out letters and lighting from behind. 
Richly colored. 

60 inches long by 14 inches wide. a | 4° 

CIEGOMING] TI 32 Sine ios civcseascses 


A massive window or interior ornament 
that will appeal to better-store decorators. 
Richly colored by high-class scenic atist. 

60 inches in diameter. io) 5 

CERUIE I NOR BU 5 oo 5 oe ce cn ns ses 


Will Make a Sensational Center-Piece for 
Your Holiday Displays 
Here is something new, and if the details 
are carried out carefully it will be most 
attention-compelling. A queen doll reposes 
on the throne, with a court scene which in- 
volves all the other types of dolls your toy 
stock may afford (adhering to uniformity of 
size, of course). The throne comes just as 
pictured, in colorful bronze finishes. 
45 inches high by 52 inches wide. . 330 
Order No. 1357.. aes eidaae 


Christmas Bells, full round, with movable 
clapper; finished antique gold, with colored 
motif. Half bell may be advantageously 
used. Two-thirds list price. 5 to 24 inches 
high, from $1.00 to $12.00. 

Balls are adaptable to so many attractive 
uses; oversize balloons, pedestals, etec., 
a heavy, finished in any color desired. 

6 inches in dia. to 27 inches in dia., from 
$2.25 to $10.00. 


A genuine, jolly, old Santa for splendid 
use where a small fellow will fill the “‘bill.” 
Brightly colored and snow flittered. 

19 inches high (full a | 2 

Order No. 1340.. ; 

Also life-size, and in relief in all sizes. 


To delight grown-ups and kiddies alike 
use Animate Toy Displays with animals. 
A large variety, in full figure and relief, all 
natural and life-like, and in various sizes to 
meet all requirements, ranging in price 


$6.00 to $75.00. 





ONLY A FEW OF OUR NEW, EXCLUSIVE XMAS NUMBERS 
Write at Once for Complete Illustrated Catalog and New Xmas Folder 


YOU MUST ORDER NOW 
FOR EARLY HOLIDAY DELIVERY 


INCORPORATED 


U. & A. 


Displays Also Created and Designed for National Advertisers 
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Put the Christmas Spirit into 
your customers by bringing them 
into a Christmas Atmosphere 


will show you how to make 
your Displays attractive in both 
your Windows and Interiors 


Write for your Free Copy Today 


Chicago 
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